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GOA Keeps TAR 


In Outdoor Advertising as in other media there 
isan established authority which authenticates 
and certifies Outdoor Advertising circulation. 
This organization is known as the Traffic Audit 
Bureau (TAB). It is the only authority recog- 
nized by both advertisers and the advertising 
agencies for a buyer-controlled authentication 
of Outdoor circulation because it was founded 
under the sponsorship of the American Asso- 
ciation of Advertising Agencies, Inc., the 
Association of National Advertisers and the 
Outdoor Advertising Association of America, 
to meet the needs for uniform, reliable and 


On Your Outdoor Audience 


accurate information as to the circulation 
values of the outdoor medium. TAB isa non 
profit organization and its board of directors 
is comprised of an equal number of represent- 
atives from each of these three associations 


General Outdoor has enthusiastically 
supported TAB since its inception and all 
General Outdoor traffic counts are made in 
strict accordance with the TAB formula. 


When you buy General Outdoor plants you 
buy with confidence— you buy audited circu- 
lation—you buy circulation certified by TAB 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, I}linois 


How to direct your sales story to people 
who are in the market to buy right away: 


Better Homes & Gardens’ 
six Idea Annuals 


focus the idea power of America’s family 
idea magazine in particular areas of interest 


= 
=a 


= A (uairtleNs 
ya v0 For the innumerable products that home and family cen- 
GARDE mm tered people want and need, here are six truly productive 
advertising media. The readers of Better Homes & Gardens’ 
Idea Annuals are actively looking for things to buy—be- 
cause they’re ready to turn their dreams of better living into 
realities. Each annual focuses the idea power of Better 
Homes & Gardens magazine on a single topic of home in- 
terest. Get in touch with your BH&G representative soon to 
discuss which of the six suit your product story best! 


CLOSES: Dec. 12, 1958 
ON SALE: Feb. 19,1959 
RATE BASE: 135,000 


we BUILDING, === ove err a 
IDEAS 9 (nee “a Ts # a 


Closes: Nov. 14, 1958 Closes: June 15, 1959 Closes: July 15, 1959 Closes: Aug. 14, 1959 Closes: Oct. 15, 1958 
On Sale: Jan. 20, 1959 On Sale: Aug. 20, 1959 On Sale: Sept. 18, 1959 On Sale: Oct. 20, 1959 On Sale: Dec. 18, '958 
Rate Base: 165,000 Rate Base: 165,000 Rate Base: 450,000 Rate Base: 550,000 Rate Base: 225,000 


MEREDITH OF DES MOINES... America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 
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Manufacturers . . . Distributors 
Salesmen . . 


We Guarantee You 
Profitable New Customers! 


ARE you over-loaded with inventory? Not 
enough customers on your books? Want to 
extend and diversify your distribution? October 3 1958 Vol. 81, No. 9 
Need to raise off-season volume lows? Like 4 

to have your products included in retail and 


wholesale catalogs? Want hot new leads? EXECUTIVE OFFICES: 386 Fourth Ave., New York 16, N.Y. LExington 2-1760 


HOW? The answers may be found in a brand 


THE MAGAZINE BOF MARKETING 


new merchandising handbook “‘I S. Directory 
of Plus-Sales Markets” now available to you for 
the first time ‘ an intensely factual guide 
ok to new, unusual or unexploited trade chan- 
which can show you the way to highly 


rofitable extra volume ; H | ( H L | G H | S 
These ‘‘off the beaten track'’ plus-sales 


markets do over 31 billion dollars volume 
- on everything from toothpicks to trac- 


tors . » » yet are hungry for more products. THE HIGH COST OF NEPHEWS 


Sell them yours! ° I 
‘U. S. Directory of Plus-Sales Markets” Sometimes it works; and sometimes bringing a fledgling membe1 
out ten whopping-big ‘off-beat’ markets » } i yusiness spells disaster. But good executive 
= of anaatiet iiveis coe of the family into a business | ( g re fe 

REGULAR TRADE CHANNELS, These Plus material or poor, the fledgling is apt to have a tough time of it. 

Sales markets are the profitable directions vour y sé . ” 2. ’ ‘ > 2 yz ° 

sinegs com sud should take. Nepotism—or ‘“nephewtism’’—has been a sacred cow and fe “9 
How Many of These managements have been brave enough to look at it carefully in 


Markets Do You Sell? their own pastures. 


ACCOUNT PENETRATION: WHAT IT IS 


Savs Emerson Electric Co.: “Our customer was viewed as a 
vague sort of guy that we made products for.” Engineering 
manufacturing personnel—even the president—knew little of 
the firm’s accounts. So Emerson decided to build a stronger 
The Vitel Information You relationship with distributors, distributors’ customers, original 


Need To Soll These Merkets equipment manufacturers. Did it work? Beautifully. 
Is All Clearly Shown 


NOTHING REPLACES FAITH AND TRUST 


It’s more than the Golden Rule to do unto your manutacturers 
representative what you would have done unto you. It's plain 
Not Only How To Sell . . . good sense. A contented salesman, who knows you're on his side, 
But To Whom, and Where! is a productive one. Here’s straightforward advice on how to 

neonpee A get apré bridge the gap between your desk and your agent’s briefcase. 


The Valuable Name-List in this directory 
are alone worth more than $250 if you NEW SALES HIGHS FOR FOURTH QUARTER 
tried to buy them from list brokers. Many All ove 
of these names, however, are simply not - ‘ 

available elsewhere! MENT’s 309-man board. 


but the shouting? Yes and no, says SALES MANAGE- 
¢ i 


he 
3 


ie recession is receding and the board 
sees increased ratings for 30 industries. But there are still some 
Contains the Following Complete negative factors steeping in the sales pot. 
Mailing Lists for Each Market: 
419 Names—Rack Jobbers 
865 Names—House-to-House Instaliment 
Companies vs. PULL 


Names Tea & Coffee Route Organi- 
zations 


3960 Names—Mail Order Houses The hard way, think some, is to push. But Dow is doing just 
7 Names—Trading Stamp Co’s Sar - see - sure 2 i il ts 
Names—Premium Wholesalers & that with its new synthetic “Zefran.” This month it will intro- 
Premium Users (largest ° . ° > eee 
Names—Rural Stores Catalog luce its newest baby with all-out strategy, using advertising, 
Wholesalers . ’ , slecte > > . 
iemep=-beeident Buying Offices heavy promotion. Here’s why Dow elected to use the push 
Names—Farmers’ & Consumers’ >¢} -ketins rates 
Cooperatives — | method of marketing strategy. 
Names—Govern- - 352 pages 
6'2x9'/o inches 
Purchasing Offices spiral-bound 
(non-military) Federal, for convenience 
State, County and City in handling 


Associated National Magazine 
Business Ng P Business MPA Publishers 
Circulations Publications Publications Association 


ANAGEMENT, with which Is incorporated PROGRESS, is published the first and third Friday of 

5 safes San ane pn ges except in May, July, September and November when a third issue Is published on the tenth of 

BACK GUARANTEE! : the month. Affiliated with Bill Brothers ey Corp. Entered as second ciass matter May 27, 1942, 

ee at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 

34 North Crystal St.. East Stroudsburg, Pa. Address mai! to 386 Fourth Avenue, New York 16, N. Y. 

SALES DIRECTORIES CORP. Dept. SM-1 SALES MEETINGS, Part !! of Sales Management, is issued six times a year—in January, March, May, 


j ladelphia 7, Pa. 
+ We July, September and November. Editorial and production offices: 1212 Chestnut Street, Phi 
ee eee eee See vee = Wainut 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 
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HE WHO LAUGHS FIRST 
Nothing is sacred to Granny Goose Foods—not even annual Only the 


reports. To celebrate its 10th anniversary—and resounding 


success—the West Coast company has produced what is proba- RO AR IAN 
bly the most irreverent and funniest yearly statement on record. j 


CONTENTS 


Advertising 
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Sales Meetings 
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Sales Promotion 


He Who Laughs First, Sometimes Beats the Competition 


Salesmanship 
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DEPARTMENTS AND SERVICES 


brings your sales message to 
this concentrated 


“action audience" 
Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


are active in 
business management! 


79% fe 
\ 


90% ~ i 
a MN 
play an active part | 

in company buying! 


84% — 
are active 3 ie = 


homeowners! 


are in companies « C 
operating 1,265,217 trucks! ¥ a0 


54% — 
I 


82% - 


are active travelers! o & ea t 


(more than 12 trips a year) Bye} b J 


53% 


actively influence 
civic government 
buying ! 


and... this ‘‘man-of- 
action" has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 ‘‘men-of-action"” at 
the low, low cost of only 
$3.72 per thousand! 
SEND FOR YOUR FREE 
COPY OF Market Facts, Inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! sttd:- 
° %, 
< Ne 
ip: 
“, i. 
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Letters Tools for Selling 1600 RIDGE AVE., EVANSTON, ILLINO! 
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FLOYD D. SMITH, Pacific Northwest Sales Supervisor, 
RANCHO SOUP COMPANY 


“You can't sell 
the Puget Sound Market 
without Tacoma” 


“Tacoma is a major market in the Pacific Northwest,” 
says Mr. Smith, “and is vital to Rancho’s success in this 
prosperous area. The Tacoma News Tribune is the only 
newspaper with enough influence and circulation in its 
market to effectively sell merchandise. That’s why I 
insist that our advertising be placed in the Tacoma 


News Tribune in addition to a leading Seattle daily.” 


Circulation of the Tacoma News Tribune 
MORE THAN 83,000 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 


Represented by SAW YER-FERGUSON-WALKER COMPANY, Inc. 


NEW YORK «+ CHICAGO « PHILADELPHIA « DETROIT 
ATLANTA *« LOS ANGELES + SAN FRANCISCO 


aks Monagement 
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THE CHICAGO DAILY NEWS 


again, in the first half of ’58. 
led every evening paper in the 
nation in G ; 


More than half a million lines over the next largest paper. And again the Daily 
News had a substantial gain over the first half of °57—in fact, the third largest 


among the nation’s hundred leading dailies. 
Source: Media Records 


USE THE POWER OF THE “NEWS 
IN CHICAGO 
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ERE 
ARE THE 


FACTS 


in the % BILLION DOLLAR Genesee County market 


Want your rightful share in the $503,818,000 * Flint and Genesee 
County retail market? Here’s the way to get it for sure: 

Using the amazing strength of The Flint Journal. It will 
introduce your product, in friendly, persuasive fashion, to 9 out 
of every 10 families in Michigan’s 2nd largest metropolitan area. 

Flint’s only daily newspaper will do your sales job more 
completely, more effectively and more economically than any 


other medium you can select. 
*SRDS—July 15, 1958 


THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972., 


A Booth Michigan Newspaper 
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EDITORIALS 


Dividends vs. Development 


We have talked a great deal in the past year or so about dividends 
vs. development and you know that our position is firmly in favor 
of development on the grounds that the dividends will be safeguarded 


and enlarged in the Tuture. 


The other day, Bob Sarnoff, chairman, and Bob Kintner, president 
National Broadcasting Co., invited us to preview NBC-TV’s line-up 
of shows for the 1958-59 season. Said Sarnoff, “I hope you’ve caught 
the excitement that we at NBC feel about the stars, the 


it 


some ot , Uf 
shows and the special features we'll be presenting this fall. You'll 
be able to see more of them in color than ever. This season on NBC 
there will be color in sight every night with a solid two and one- 


half hours of it on Sunday evening alone.” 


The hour and a half preview was telecast in brilliant color. In all, 
NBC will telecast 600 hours in color. 


Che 10,000 persons in the closed circuit preview represented press, 
advertising agencies, affliated stations, sponsors and civic organiza 
tions in 140 cities. Possibly not all of them had seen TV in colo: 
before. They could not help but be impressed by the difference that 
color makes. And we hope they were impressed by the tremendous 
investment in development of color TV programming that NBC has 


taken almost single handed. 


Color TV has failed to develop with the rush that characterized 
black and white. So it would be easy for the networks to ignore 
color today. The networks could say that there is no point in invest- 
ing millions of dollars in TV facilities and TV programs. But they 
elect to engage in development vs. dividends. Advertisers and viewers 


alike will profit in the future because of this decision. 


Those Sexy Ad Novels 


We have crawled in and out of bed so often in so many current 
lamor and the perils of life as lived by the adver- 
I 


he sales chie 


novels about the g 
the client, which means you, t that 


I 


tising man—and 
we get the names of the heroes and the heels mixed up. 

But whatever his or her name is, the strong-willed character in 
the advertising novel has sense enough to remind himself or herself 
that what really matters in advertising is the quality of the product 
itself: Will the consumer be satisfied ? 


For example, in Shepherd Mead’s new novel ‘““The Admen”’ the 
scheming heel, account executive Chip Roberts, and rugged, red- 
headed ad agency founder, Branch Torrey, agree that the product 
is The Thing. But they disagree on how to advertise The Thing. 
Hard-sell Branch ‘Torrey wants to use tested big, black, buckeye 
headlines. Roberts, realizing that he must appeal to the layers and 
layers of “organization man” admen that are to be found in today’s 
big companies, bets on splashy art treatment that suggests soft-sell 
class. In a sense they finally merge ideas. But the selling toughness 


is retained. 


Can we find examples of beautiful selling toughness in any of 
today’s “arty” advertising? Take G. G. Blaisdell’s magazine ads 
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ARE YOU COVERED IN 
TODAY’S AND TOMORROW'S 


READ FOR ONE PURPOSE ONLY... 


by 70,271 product selectors in the 40,092 largest, 
most active plants in all 452 manufacturing 
industries . . . insuring saturation of your known 
markets ... PLUS opportunities to fish for NEW 
markets rapidly developing NOW. — 


PRODUCT NEWS AND INFORMATION... 


the subject consistently proven to be of top 
interest to all who engineer, operate, and maintair: 
industry's leading plants and who design ond 
develop the products they manufacture. 


WHAT BETTER PLACE?... 


than where 70,271 specifier and buyer readers 
are LOOKING for current product needs... as 
indicated by reader verification showing that IEN 


is checked regularly by 86.0%, and occasionally 
by 13.6%, for produc? information. 


WHAT BETTER TIMING?... 


than when industry's top specifiers and buyers 
are LOOKING for current product needs .. . as 
indicated by reader verification showing that 
97.5% use IEN for buying reference. 


FOR YOUR PRODUCT ADVERTISING?... 


and at a cost of less than $200 per month 
because you need no display . . . just a brief, 
factual description of your product! 


DETAILS?... 


Write for “THE IEN PLAN" 
and NEW Media Dota File. 


&> 
Industrial Equipment News 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 
Affiliated with Thomas Register 


625,000 


UPPER 4 


p+ have newspapers with more 


circulation than the 


Minneapolis Sunday Tribune 


Angeles « Chicago « Philadelphia 


Minneapolis Star and ‘Tribune 


EVENING MORNING and SUNDAY 


625,000 SUNDAY °« 495,000 DAILY 


JOHN COWLES, President 


SALES MANAGEMENT 


redible story of the Zippo lighter—and a man who 


should work forever.’ 


The photograph is big—two thirds of the page. The caption 
declares, ‘“The Zippo—made by a tough, unreconstructed American 


craftsman 


The copy is blunt. “The man who made the first Zippo, and who 
still runs the show, learned his trade in his father’s machine shop. . . . 
He learned to love and respect workmanship for its own sake. 
Some modern businessmen who make products that become obsolete 
on a schedule don’t have much respect for the Zippo man’s business 
sense. But he does pretty well. And he has a rare good feeling when 
he goes to bed each night. The feeling that comes from making a 
product that works. Every time. Year after year. . . . Always—or 
he fixes it free.” 


t's oO od cop) about a good product 


More Pressure on Branch Managers 


Newspapers and TV-radio stations have been able to play to the 
hilt the theme “‘all markets are local,” and infer that the ideal wai 
for a sales chief to reach his customers with the greatest flexibility is 
use these mediums. The major consumer magazines, on the othe 
have been both handicapped and helped by their reputation 
as a “national” medium. But within the past fortnight ‘‘national” 
magazines have offered advertisers a large number of options, enabling 
the advertiser to publish 14 different ads in the same position i 


] 
oO example, I otter nally | ial ads in each 


: 
You as the top sales chief now have at hand an even more flexible 


tool to help you carry out a variety of ‘‘local” sales jobs. For example, 
} a single weak sales 


in use magazine advertising t st the effectiveness 


you Cc: ise Magazine advertising to 
ippeals in different areas. 


, , 
flexible tool at l disposal you, as top sales 


more pressure yranch managers to prod ice 
And you can be sure that branch and regional 


y 
4 =! we cA 


Il be calling upon you to give them the support of ma 


to indiv idual ter? itor 1€S. 


salesman who also has the title of sales « 


dying breed, contends William Stillwell, Assistant 
University of Wisconsin’s Management Institute. 
“The record of > last vear and a half clearly shows,” declares 


} 


liet is not 


Stillwell, ‘that the ‘house to house’ sales manager can’t compete 
ose : 

th the skilled executive who plans his marketing campaigns and 

maintain ind management control of his organization. Teddy 


Roosevelt may have won the Spanish American War by personally 


Wi 


leading his Rough Riders up San Juan Hill, but in modern warfare 
it is the staff general with administrative command of every factor 


he day.” 


from logistics to troop deployment who wins t 
Stillwell further contends that “It has become perfectly clear that 
the sales manager will have to devote more of his time to long range 
sales planning, and less to direct, personal sales effort. Although at 
present, sales managers average 20% of their time on administrative 
functions and 80% in the field, that proportion probably will be 
reversed. Sales managers are going to have to get the results through 
other people instead of by their own selling efforts. The age of 


single ‘super salesman’ is over.” 
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For 


DISTRIBUTION COSTS 


Anywhere in the 
United States, Canada or Mexicc 
call 


AMERICAN CHAIN 
of WAREHOUSES 


NEW YORK—For 
warehouse and dis- 
tribution costs and 
outline of American 
Chain services, call 
John Terreforte, East- 
ern Manager, 250 
Park Avenue, Yukon 
6-7722. 


CHICAGO—The 
same information 
and help are avail- 
able through West- 
ern Manager, Henry 
Becker at 53 Jack- 
son Bivd., Harrison 
7-3688. 


WHEREVER YOU 
ARE—Your nearest 
American Chain of 
W arehouses member 
will supply you full 
details. Send to our 
New York office for 
free membership di- 
rectory. 


@ You can rely on the 83 members of Ameri- 
can Chain of Warehouses for the finest storage 
facilities, capable personnel, modern handling 
methods, good customer relations, many 
special services, and wide market 


Call American Chain next time! 


AMERICAN CHAIN 


OF WAREHOUSES, INC. 
A Nationwide System of Public Warehouses 


SSSoSsesessess 


Every Link A Strong One 


INCREASE STORE TRAFFIC — For a special sale, a large midwestern retail building supply chain offered one 
free Anchorglass Milk-White dish to each visitor to their stores. Results were so impressive that the building 
supply chain called it ‘‘the most successful traffic building premium we have ever used.”’ 


CREATE NEW CUSTOMERS 


During a four-week pr 


motion, a New York City savings bank offered a 12-piece 


Fire-King Copper-Tint Ovenware Set to each new depositor. Cost of set: only $2.00. Approximately 13,000 


new customers received sets and depos 


ted almost 1% million dollars 


Anchor Hocking has the right 


The easiest way to solve your sales problems is 
with sparkling Anchorglass premiums. These 
exciting sales builders have plenty of appeal — 
plenty of pulling power. They are wonderfully 
practical too. And every home is always in need 
of more glassware! 

Anchorglass premiums look expensive but they 
cost much less than you'd think. They can be 
supplied to fit any budget, from 5¢ per unit and up. 
Many users make them self-liquidating. Actually, 


Anchorglass premiums don’t cost—they pay off in 
increased sales and profits! 


No matter how difficult your sales problem, there’s 
an Anchorglass premium that will help you solve it. 
Your Anchorglass premium specialist has hundreds 
of successful premium items—hundreds of suc- 
cess stories to back them up! Give him a chance 
to help you. Mail the coupon today and he'll be 
over with samples and suggestions immediately. 
No obligation, of course! 


SALES MANAGEMENT 


DUILE OIL Cruluior 


STIMULATE OFF-SEASON SALES —For the past three years, a fuel oil and coal dealer has given customers 


an Anchor Hocking 18-piece luncheon set of Golden Anniversary Dinnerware with each ‘‘fill-up’’ during the 
slack Summer season. As a result, he keeps his trucks and drivers busy all summer 


pertarre pet 
searimero’ 


penty 5 | | I’ | Hab wero 


eo | analy 


re Ovnene 


Lana a 


ENCOURAGE REPEAT SALES — A large laundry chain offered its customers an Anchor Hocking 19-piece 
Fleurette Luncheon Set for $1.99, a $3.50 value with every $5.00 laundry or dry cleaning order. Cost to the 
laundry of $1.75 per set made this highly successful promotion completely self-liquidating. 


PREMIUM for your problem | 


* ANCHOR HOCKING GLASS CORPORATION 
A N CH 0) I G LASS PR F Ml | UJ Ml S - Premium Department, Lancaster, Ohio 
: Yes, show me how an Anchorglass 
‘ ; premium plan can help my sales 
make you money... make you friends 
NAME 
ANCHOR HOCKING GLASS CORPORATION biiciiniatin 
LANCASTER, OHIO saute 


ADDRESS 


CORPORATE CLOSE-UP 


SIMMONS 


Mattress Maker Gets Out of Bed 


“Of the approximately 3,000 manufacturers of upholstered furni- 
ture, Kroehler is the only one who has the recognition of the con- 
sumer.” In these words, Grant G. Simmons, Jr., 38-year-old president 
of the world’s largest manufacturer of bedding products, the Simmons 
Co., sums up the furniture field today. He hopes to change the 
situation. 


In late November, Simmons (great-grandson of company founder 
Zalmon Simmons and fourth Simmons to serve as president) will 
publicly announce his company’s entry into upholstered furniture 
production. The initial line will be middle- and high-priced but Sim- 
mons does ultimately plan on bringing out a lower-priced line. Says 
Simmons: “Most manufacturers are in style and price niches in the 
minds of furniture retailers. We will do our damnedest to stay out of 
a niche. Our first entry into the field will be right at the top with 
styles in every category which has broad market possibilities.’ Sim- 
mons drafted Raymond Loewy to design the introductory line because 
“there is no preconceived niche for Loewy’s designs in the retailer’s 
mind.” 


In the producing and marketing of the furniture, Grant Simmons 
will be reversing the centralization policy which has made Simmons 


Cut call-report time king of its industry (the new trademark is an S with a crown). The 


Simmons Living Room Division, headed by Jack Kinnebrew, general 


in two with this manager, will operate under a decentralized system of manufacturing 


and distribution. 


new portable recorder! 


’s book-sized, all- 


Over 10,000 retailers handle Simmons mattresses. By contrast 
Grant Simmons expects to have only slightly more than 300 dealers 
selling the furniture line within a year. Simmons says that “1959 will 
be significant. It will be the year to create a quality image—to create 
the perfect baby. Volume won’t be greater than $5 million, if it’s that. 
But from then on, we expect a hell of a climb.” 


transistor Dictet. It works anywhere 
y-in. Just what does 


you can suit your call- 
ting to your daily schedule Since 1955, when Simmons’ consolidated sales totaled $156.3 mil 
ports while thev’re lion, volume has been slipping. In 1957 sales were $128.2 million. 
First half 1958 sales of $57.1 million were also down from last year’s 
$66.1 first half total. But the consistent sales decline has not stopped 
Grant Simmons from investing approximately $3 million to get the 
new division on its way. It may have spurred him. He explains the ex- 
pansion move this way: “Simmons has been identified almost uni- 
instant playback. Power source: mus- versally with sleep. We did invade the living room, but with products 
tle mercury batteries. You which have sleep features. In the process we have achieved a franchise 
to send in the coupon. with the consumer—and gained the consumer’s confidence. The idea 
began with customers asking ‘When are you going into upholstered 
furniture?’ ’”’ Simmons worked on the idea. ““Now we're going into 


The time you 


ust | up mike 


ike acts as speaker for 


Good news for busy traveling men: 
Dictets are now available on all 


Capital Airlines V.I.P. flights! the business because of our belief that we have developed a product 


of superior durability and comfort.” 


on any Gee Cue aun ane een Gu ame Gee oe oe ee 

C ET. Simmons (both the company and the man) still believes in Fair 

Di 22 BY Trade: “If we abandoned Fair Trade it would create a chaos in 

DICTAPHONE:? oul industry. . os We sincerely believe that in the absence of Fair 

'rade, top quality bedding would disappear.” But furniture proba- 

Dictaphone Corporation, Dept. SM-108 bly won’t be Fair Traded because “‘distribution and franchising will 

420 Lexington Avenve, New York 17, N. Y. be much more restricted than with bedding both by policy and the 
Please send full-color booklet on new Dictet. nature of the product.” 


For the future: Probably more expansion, says Simmons. But it 
won't happen until at /east 1960, probably later. And chances are new 
products will be closely aligned to already existing product lines. 
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COLUMBUS 


---and our color advertisers 
win the year ‘round! 


We were mighty proud to step up at the Third 


Annual Newspaper ROP Color Conference and ac- 
cept the E&P Award. The DISPATCH won with a 
FRESHLIKE advertisement by Campbell-Mithun, Inc. 
Our hearty thanks to E&P, and other sponsoring or- 
ganizations . . . and our congratulations to the Larsen 


Co. and 'its advertising agency. 


Day after day COLUMBUS DISPATCH color 
advertisers win another kind of contest. That would 
be the competition for the brand loyalty of Columbus 
and Central Ohio consumers. 


Realizing color advertising packs an extra sales 


punch —a few years ago we completely revamped 
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our press room, installing a battery of modern Goss, 
high-speed ROP color presses. High-quality repro- 
duction of color advertising with sales-producing im- 
pact is the result! 


This is just one of the reasons why the DISPATCH 
is among the nation's leaders in ROP color advertising. 


Che Columbus Bispatrh 


Represented by: O'MARA & ORMSBEE, INC. 


New York, Chicago, Detroit, San Francisco, Los Angeles 


McASKILL, HERMAN & DALEY, INC. 
Miami Beach 
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“WE ADVERTISE IN 
BUSINESS MAGAZINES TO 
BROADEN OUR REPUTATION’ 


‘“‘Business magazines provide the audience we believe it important 
to reach,”’ states David W. Harris, Board Chairman of Universal! 
Oil Products Company. “‘With an established reputation in the 
petroleum refining field, it is essential to our long-range planning 
to increase the recognition of our services and products in industry 
and finance. Our advertising program in business magazines is 
helping us accomplish this objective.” 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you can “‘mechanize”’ your selling by concentrating your 
advertising in one or more of the McGraw-Hill magazines serving 
your markets. ‘“‘Mechanized selling’’ helps create acceptance and 
preference for your products and services . . . gives your salesmen 
more time for making specific proposals and closing orders. 


MCGRAW-HILL PUBLICATIONS 


tte, 
+ 


App McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36,N.Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 


onc | sa 


MORE ADVERTISING HERE MEANS 


MORE SALES TIME HERE 
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Results tell the tale. WGAL-TV produces more busi- 
ness for every advertising dollar you spend, yet actually 
costs you less. This pioneer station is first with viewers 
in Lancaster, Harrisburg, York, as well as in numerous 
other cities: Gettysburg, Hanover, Lebanon, Chambers- 
burg, Carlisle, Lewistown, ete. And, WGAL-TV’s 
multi-city coverage costs you less by far than 
single-city coverage. Put an up-swing in your 
selling. Put your advertising on CHANNEL 8! 


@ 1,040,465 households @ 942.661 TV households 


@ 3,691,785 people @ $3% billion annual retail sales 


@ $6% billion annual income 


WGAL-TV 


LANCASTER, PA. 


NBC and CBS 
STEINMAN STATION - Clair McCollough, Pres. 


AMERICA'S 10th TV MARKET 
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4 READING 


LEBANON 


“= HARRISBURG 
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SHIPPENSBURG 


LANCASTER 


coatesvuse 


Representative: The MEEKER Company, Inc. * New York + Chicago * Los Angeles « San Francisco 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by 


TIME TO SELL. The history books are closed on 
the first nine months of the year. It was a period of 
depressed business activity during which your com- 
pany probably suffered a decline in sales, a decline 
in profits. But a full quarter of 195% is still left. 
And, strong sales effort now could make the whole 


of “58 look better in your annual report. 


There are nearly 90 days left in the current calendar 
year that can be made to pay off. For a look at 
sales prospects for the months ahead, turn to the 
Future Sales Ratings Board report on page 38. The 
headline makes encouraging news: “New Sales 


Highs for Fourth Quarter.” 


COLOR DOESN'T COST; IT PAYS! We're speak- 
ing about color in advertising, but we are not an- 
nouncing a new discovery. Time and time again, 
magazines and newspapers (and TV, too) have 
proved that the increased attention that color brings 
to an ad more than justifies its extra cost. But, oh, 
what a hell of a job media have had in selling that 
idea to advertisers and marketers! 


Color in advertising is not a modern-day innova- 
tion. It's been available in magazines and some 
newspapers since ‘way before most present-day 
companies were born. “The Milwaukee Journal” 
started experimenting with it as far back as 1891. 
But today, despite its proved power, color is not 
used in advertising nearly as extensively as it could 
be .. . or should be. Consumer magazines can boast 
that between 25% and 50° of their advertisers do 
use some color, but still more could use color effec- 
tively. And if these other advertisers would stop to 
investigate the readership gains, most of them 
would feel compelled to add some “red to their 


spreads.” 


Our current excitement about the value of color is 
prompted by a brand-new ROP color study con- 
ducted by “The Houston Chronicle.” The “Chroni- 


cle” tested the effectiveness of color in advertising 
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the Editors 


by having selected advertisements published on a 
split-run basis in which copies came off the press 
with ads alternately in color and in black and white 
This was done on three different days. Here’s what 
Publication Research Service found out for the 
“Chronicle” and its color advertisers about the 
virtues of hues over straight black and white (figures 
are for full pages only; color increases effectiveness 


of smaller space ads even more): 


1. One color added to black and white 
increases readership 45%, on the aver- 
age. It increases retention 50% . (Adver- 
tiser pays “Chronicle” 24% more for this 
color.) 

2. Full color increases readership 86, 
on the average. Retention: 92% greater 
(Advertiser pays 48° more for full color 
than black and white.) 


3. Color pulls more readers regardless 


of ad size. 


4. Color pulls more readers into the copy 
block. 


5. Color strengthens brand identity. 


The “Chronicle” study, which parallels the “Mil- 
waukee Journal's” widely distributed ColoROPtics 
Survey, indicates that color in advertising can be 


used effectively regardless of product. 


In a report to the recent Newspaper ROP Color 
Conference another study—this one conducted by 


the Association of National Advertisers—showed 


23 different product and service categories cur- 
rently using color in their newspaper advertising 
About 5% of total national advertising dollars 


going into newspapers are for ROP color ads. 


The trend is toward color and newspapers are ready. 
The period of experimentation is past. Now, 889 
dailies in the U. S. and 81 in Canada offer ROP 
color to a growing list of color-conscious, value 
conscious advertisers. 


(continued on page 20) 
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Packaging showmanship 


r than sh pping LstSF” si. Impulse sales created by 


make le S slips long 
1al appeal of Styron® plastic pac 
race of Styron can give 
x chess sets, this sparkling cle 

comple te protection 


ntainers m 
sell it a adva c Whether chee 
hings look too good to ] up. What's more 
I hat 1 ins repeat sales, 
ou choose the right container from the 
crystal clear or in colors 


opaque 
) put your product on more sales slips. 
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1S assured, 
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Let Dow Packaging Service help y 
dreds of standard shape s and size 
ited or ready for your label. We'll he I 

The Dow Chemical Company does not fabricate finished packages, 
but rather is a raw material sups r to leading manufacturers. 


FROM AMERICA’S FIRST FAMILY OF PACKAGING MATERIALS... 


Onee 


Sm 


pays off here 


sell it in 


When it comes t ) flexible packaging sales prove the power of Saran Wrap*. Here 

sual appt al unfailing prote ction al d sure S¢ lI unmatched In pac kaging films 
ind demanded by today’s self-serve merchandising. 

Saran Wrap is crvstal clear . satin sott . .. gives no hint ot the toughness that 


keeps packages looking their best in spite of customer handling 


If your product calls for flexible packaging, call on Dow Packaging Service for 
help in creating sales with Saran Wrap. And remember, this is the same Saran 
Wrap used by millions of American housewives! THE DOW CHEMICAL COMPANY, 
Midland, Mic higan, Plastics Packaging Service L731C-2 


*Trademark of The Dow Chemical Company 
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Significant Trends (continued) 


NEW CAR RENTAL PLAN has been introduced 
by Avis Rent-a-Car System in an open bid to win 
more corporation business. Plan has three features, 
each of which could tie in with sales cost-cutting 
programs: (1) Salesmen and other authorized per- 
sons can “charge it” and get basic discount on time 
and mileage charges. (2) Corporation automatically 
gets additional discount when use of service reaches 
a specified minimum. (3) Single monthly bill sent 
to company to cover all traveling personnel, but 
with charges listed for each card holder. Apparently, 
trend toward wider and wider use of credit plans 
continues, with an increasing number of service 
industries climbing on the band wagon. 


WIVES GOOD AT PREDICTING. Husbands and 
wives generally reach buying decisions jointly, but 
the little woman seems to be able to do a better 
job of “anticipating” major family purchases. 


[hese conclusions are based on a study by Dr. 
Elizabeth H. Wolgast of the University of Michigan 
Survey Research Center. Husbands, it seems, are 
permitted to decide by themselves, in most cases, 
when it’s time to buy a car. But wives either share 
or completely assume the role of decision-maker 
when it comes to saving, handling bills, buying 


household goods. 


Generally, though, husbands and wives agree 
on purchases even in those families where one 


member claims control of the right to decide. 


Most intriguing part of the survey, to us at least, 
was the first-mentioned finding. When intentions 
to buy major items are compared with actual pur- 
chases a year and a half later, wives beat husbands 
in every category—even cars. Dr. Wolgast, a house 
wife and mother herself, played it safe by saying: 
“Whether the wife’s better fulfillment rate reflects 
greater influence within the family or merely better 
information cannot be determined from our data.” 
We're not nearly so cautious. We know the influ- 


ence a good salesman (or saleswoman) can have 


in helping the buyer reach a favorable decision. 


A BOOST FOR SALESMEN— a well deserved one 


at that—is contained in the copy of a unique ad 


WE'RE MOVING! 


Sales Management, and its parent organization Bill 
Brothers Publishing Corp., is getting ready to move 
into brand-new quarters. It has been in its present 
location for 16 years. 

After November |, please address all correspond- 
ence to 630 Third Ave., New York 17, New York. 
The new phone number will be YUkon 6-4800. 


series now appearing in “Automotive News.” Its 
sponsor: The Ford Motor Co. One ad purports to 
give the lie to the widely echoed chant that “there 


aren't any good salesmen left in America.” 


“Oh, no?” says Ford. Once upon a time people re- 
garded autos as “noisy contraptions that frighten 
the horses.” Then the salesman stepped in. To date, 
137,990,279 autos have been sold, some 52 million 


of them still running on the nation’s highways. 


People said, “The gas odor will spoil the food for 
sure—besides, the iceman comes every day now.” 
And then the salesmen took over. To date, 66,450,- 
860 refrigerator sales. 


The Ford ad goes on to talk about power mowers 
and frozen soup, portable TV and air conditioning, 
the chemise, bug bombs, ball-point pens and liquid 
detergents. It concludes with a pat on the back for 
the man who put the world on wheels and the 
iceman out of work. “The top-notch salesmen are 
still’ with us—eager, ambitious, aggressive, ready 
to help demonstrate, talk features, overcome objec- 
tions, praise the product and close the deal.” Ameri- 
ca can’t get along without em! 


Interesting, if not Significant... 


There are 1.3 telephones for every family in the 
United States. And they’re used, too. Better than 
a quarter billion calls are placed every day—an 
average of 150 calls per month per family . . . Even 
so, not every home has a telephone. Only 39 million 
of them do. This compares with 41.5 million hav- 
ing bathtubs and 42.4 million having television 
sets... . Filter-tip cigars may soon be on the market. 
. One 
American out of every five has traveled overseas. 


A firm in Holland plans to make them. 


SALES MANAGEMENT 


NEW FACTS ABOUT THE HOME SEWING MARKET 


The home sewing market—always big in size and dollar volume—is as important today as 


ever. The facts below, highlights from a new survey, show how prevalent home sewing is 


among readers of a major magazine like McCall’s ...and why, what and when they sew. 


LEWO! 


Make clothing for themselves or family ....... .82% 
Make home furnishings (curtains, slip covers, etc.) 83% 


Mend, remodel 


Enjoy sewing 

Save money 

Be their own designer 

ee RONG 0 5.:3)-c-3-0:0 0c Gare evade penis is etee 


Get better fit 


SPRING SUMMER FALL WINTER 
Clothing 41% ( 27% 30% 
Home furnishings 31% ( 20% 31% 
Other handwork , i 36% 
WHERE WOMEN YLE IDEAS FOR CLOTHING 
Made at Home 
Magazines 
Window Displays 23% 
Newspapers 24% 
Fashion Shows 13% 
Tv programs 11% 
Booklets, brochures 14% 
Pattern catalogs in stores 
Radio programs 2% 
a Marketing Service from 


| + 
eCalls 
Source: McCall’s Magazine Fashions and Home Sewing Survey, Summer, I¢ ‘ 


1958. For further details contact your McCall’s representative or write to 
Dept. HS, McCall’s, 230 Park Avenue, New York 17, N.-Y. the magazine of Togetherness 
©1958 McCall 
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A TIME 


a Presents CHD 


SUPERBIA 


the superlative market 
of executive and professional families 


FIs 


ry 

I LION’S SHARE of your market for almost anything sold 
to business goes home after five p. m. to a certain kind of suburb 
in which the readership of TIME is thickly concentrated. 

Here the incomes and home valuations and standards of living 
are the highest in the world—and here a great many of the men 
who read TIME each week talk and think and eat and sleep and 
have their being. 

Here they consult with their TIME-reading hostess and home- 
executive wives about the thousands of purchases for home and 
family that make SUPERBIA truly a superlative market for 
everything from appliances to automobiles, from drugs to travel. 

And here, in uncounted millions of conversations with other 
executives, or with editor, doctor or lawyer friends, the names 
of America’s leading businesses are bandied about in a give 
and take that can make or break a corporate reputation 
anywhere in the world. 

The readers of TIME are a powerful and numerous market, 
2,700,000 families of them all around the world. Alone, they 
could consume the entire output of many American busine 
Tell them, sell them and keep them on your side. 


\ieS 
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MR. NO is frustrated. Sales are MR. GO has profit problems, 


down. Profits are suffering. ““New business too. But says he: ‘‘We have to go after new 


is tough to get these days,” says he. “‘So business. We must use more Long Distance 
we'll have to cut costs to the bone —even calls between sales visits. That way, we'll 
things that have been a necessary part of make more contacts, be Johnny-on-the- 


the business for years.” spot, keep ahead of competition !”’ 


MORAL: Long Distance pays off. Use it now... for all 


it’s worth! 


BELL TELEPHONE SYSTEM 
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no outraged aesthetes, we 


Epiror, SALES MIANAGEMENT: 
In your Aug. 15 issue Mr. ‘T. 
lhompson covered on his page 
In behalf ol billboards io he 
Pad, p. 86]. This happens to 
of the few stories in which 
billboards was not the whipping-boy 
ged wsthetes, and therefore 
woul appreciate youl 
of this 
the first line of the 
son chased me to 


mw I know all 


George F. Vesley 
\dvertis ng & Sales Promotion 

Dire tor 
General Outdoor Advertising Co. 
‘hicago, III. 


staying put—end of the line 


Epiror, SALES MANAGEMENT: 
Jack Wilson scored again with his 
article ‘‘Almost Promotion 
Means a Move” [ SALES M ANAGE- 
MENT, Sept. 5, p. 44]. 
This so closely reflects my own 
thinking and beliefs that | 


r 
Very 


would 
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ippreciate permission to quote TI 
| believe that any successtu 

pany could run a quick check and 
find that eight out of ten of its exe 
tives from middle management on 


} 


are “transplants.” | would guess thi 


‘ven out of ten have made “cross 
) ntry”’ moves three or more fll 
When a man says (or, more often, 


he doesn t want 


} 


IS wite Says Tor hin 
to move, he also says, in eftect, “ his 


the end of the line for me. 


John Coope1 
President 
‘arnegie Leadership Courses 


rk, N. Y. 


Undeveloped Sell 
This is the 

a detailing of 

on plete wardtr 


W.A. K 
Human Resource Development 
Francisco Calif. 


kpiror, SALES MIANAGEMENT: 
‘You Undeveloped Selling Asset’ 
‘rtainly timely and important. An 
proper wW irdro OI 
O 
iring the order. 

However, we cannot help but wor 
der if the prospect wouldn’t be q lickly 
disillusioned if representative 
crossed his legs displayed bare 


P) 


ankles. Hay . { - ou I stvle: 


Ross S. Malton 
President and General Sales Manager 
Vertical Records Limited 
‘Toronto, Canada 


& Our omission to the contrary, it is 
the belief of this magazine that socks 
will never 70 out of stvle. Enco lrage 


your men to weal them. 


sales veteran on sales talk 


piror, SALES MANAGEMENT: 

Re Harry H. Daniels’ ““What Is a 
Sales Talk?” [SALES MANAGEMENT, 
Sept. 5, p. 110]: 

As a veteran of more than 100,000 
sales presentations—and still on the 
firing line—may I suggest that a sales 


(continued on page 27) 


ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


Adve TIES 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 
Dealers ... Valued as business gifts! 


Your trademark, logo 
HAMILTON WATCH slogan, or produc 
orfully repr 
regular or bow tie 
ymbolize the cooperative good w 
that marks every successful business 


Designed to your needs dignified 
or flamboyant his HAND MADE 
neckwear of distinctive quality w 
add punch to your sales program 
vention, new-product announcement 
or any special event. Top quality in 


any quantity ... one unit or a million 


write TODAY for de- 
tails. Furnish ad samples 
and estimated quantity 


AMERICAN 


NECKWEAR MFG. CO. 


Dept. MS 27, 
5127 Christiana Ave., 
Chicago 25, Ill. 


A Correction 


In a double-spread advertisement 


that appeared recently in trade 
papers, we said of Cosmopolitan: 


“Every month some 996.000 con- 
sumers go to the newsstand and pay 
35 cents for their favorite magazine”, 
Actually, the figure quoted represen- 
ted total circulation of Cosmopolitan 
averaged over a six-month period 
not simply newsstand circulation. 
We apologize for the misstatement. 
and submit herewith revised figures 
for the comparison made of news 
stand sales with other major maga 
zines. 


Average Newsstand Sales 
1BC — Last 6 months 1957 


COSMOPOLITAN 950,458 
Look 789,144 
Life 780,906 
Esquire 259,118 
Holiday 155,135 
New Yorker 117,414 


Hearst Magazines 


his ad is bad 


One of the most frustrating things about the adver- 


tising business is that you meet so many experts in it. 


At recent count, we’ve met 1,477 experts this year 


to date, including bartenders, filling station attend- 


ants, friends, wives of friends, wives of people who are 
not at all friendly, and even a few professional adver- 
tising people. The thing that bothers us is how to tell 


these various experts that an ad is bad. 
Consider our problem: 


The most tangible thing we have to sell is our proven 
ability to produce good advertising. Logically, our best 
new business prospects should be companies whose 
advertising is not good advertising. But hell hath no 
lury like an adv ertising expert scorned —you just can’t 
walk in and tell a man his advertising is bad. For some 
reason, it’s like questioning his virility or insulting 
his wife —it’s ‘hal personal. Yet, we think you'll agree, 
there are a lot of people paying good money for bad 


advertising who don’t know it or won’t admit it. 
OR, so how do you lell them? 


Do you send them anonymous letters enclosing 
Starch or Readex reports on their ads? Do you send 
them some of the dozens of excellent treatises which 
explain what creates reader interest? Do you send them 
eye-camera tracings to show the reader’s confusion 
when he is confronted with one of their ads? Do you 
try to explain that the difference between a good ad 
and a bad one is often the distance from one side of 
the desk to the other? —the distance from the adver- 
tiser’s side to the side where a prospect might be sitting 
and trying to learn something about a product. Too 
much advertising never gets beyond the back side of 
the desk. But how do you tell the man at the back side 


of the desk? 
Sure, there’s also a lot of very good advertising being 


created today —far more good than bad, undoubtedly. 


We think we produce our share of good advertising 


26 


and a lot of other agencies (and clients) do too. 


It’s the bad advertising we see that bothers us, but 
also makes us optimistic about our future growth. We 
are sure that the number of “‘average’”’ experts (e.g., 
“I’m an average reader, and I know what advertising 


appeals to me.”’) is dropping. 
So the last question is this: 


How can you and we, who usually know the differ- 
ence between good and bad advertising, speed up the 


trend? Any suggestions? 


areleller. ICKa 
G ebhardt and eed, Inc: 
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a canned talk 
nor a memorized sales story, howevet 


presentation Is neithe1 


often the latter is studied or reviewed. 
Even on calls on prospects without 
previous knowledge of their availa 
bility for the product or service, the 
sales presentation should be a combi- 
nation of selling ideas, interest-build 
ing questions and rebuttal material to 
maintain that valuable ‘‘one step 
ahead” of the prospect. No real sales- 
man shoots all his aces without con 
sistently testing the buver’s hand. 
However, we believe that the sales 
story is only one of the three parts of 
a successful career in selling. To per 
salesmanship, must be 
added the planned field activity that 


exposes it to the customers and pros- 


sonal there 


pects, and the salesman’s call and 
order control that helps him appraise 
the potentials of his territory, plan 
against his quota and direct his efforts 
toward greater profits for his cus 
tomer, the company and himself... . 

Packaged with the salesman’s per 
sonality, the presentation is his alte: 
ego. It is the salesman in action. . . 
Ihe tailor-made holds 


the prospect on the qui vive. . 


presentation 


But let’s not get too relaxed a feel- 
ing when we sell. That ‘pigeon in the 
the uncertainty of the 
outcome, is the one thing that keeps 


sola plexus,” 


is on our toes. It is the finest incentive 


tor a good sales performance. 

William C. 
W. C. Dorr Associates 
Brooklyn, N. ¥. 


Dort 


worth the price of admission 


Epiror, SALES MANAGEMENT: 

As a subscriber to your magazine 
for many years, I have enjoyed both 
the editorial comment and many fea- 
Often I have found one 
article worth the subscription price. 

W. J. Eberlein 
Vice-President in Charge of Sales 
Greenfield Tap & Die Corp. 
Greenfield, Mass. 


tures. 


Epiror, SALES MANAGEMENT: 

It’s rarely that I don’t clip at least 
three articles. As a result, I have built 
valuable reference file. 
MANAGEMENT is the one 
‘‘must read” publication. 


R. L. Kempton 
General Sales Manager 
Edwards Co., Inc. 
Norwalk, Conn. 
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SALES 


OCTOBER 3, 1958 


yh 


Your top men go more, do more, in less time with a Beechcraft Travel Air. 


For profits you need now... 


Use Your Top Men More 


with this 


"Go-Farther-Faster” Beechcraft 


Who are the men in your com- 
pany who have unusual ability to 
earn profits for your firm. . . the 
men you know you can depend on 
when the chips are down? 


Wouldn’t you like to use these top 
men more? But you know that even 
a top man can be stretched only so 
far! 


That’s why companies who own 
Beechcrafts are using their planes 
more profitably than ever today. By 
reducing travel time and adding to 
productive time, a Beechcraft can 
often add a-week-a-month to a top 
man’s value to his firm. 


With a Beechcraft Travel Air at 
your command, you can send top 
men to distant opportunity spots 
fast — at 200 miles an hour. Send 
them farther—with the Travel Air’s 
long non-stop range of up to 1,410 
miles. Send them anywhere—with 
the new Travel Air’s ability to land 
in, and take off from, any of more 
than 6,000 airports in the U. S. 
alone. (Airlines serve only about 
650.) 

Now is the time to put a “go- 
farther-faster” Beechcraft to work 
earning profits for your company. 
For more facts, see your Beechcraft 
distributor or dealer. 


For information about the Travel Air and 
the finest leasing and financing plans in 
aviation, see your Beechcraft distributor 
or dealer, or write Beech Aircraft Corpo- 
ration, Wichita 1, Kansas, U. S. A. 


eechcraft 
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TWIN-BONANZA 


BONANZA TRAVEL AIR 
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BEECHCRAFTS ARE THE AIR FLEET OF AMERICAN BUSINESS 
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IT PAYS 
TO CALL INA 
BUSINESS SUIT 
WHEN YOU CALL ON 
A BUSINESSMAN 


Your message to management can get lost in the diverting atmos- 
phere of “relaxation” media. Dress your advertising in a business 
suit when you want to sell a management man! Best-tailored: 
Business Week. You can’t escape that conclusion when you ex- 
amine the “‘25-Company Study” of the reading habits of 28,679 
customers of 25 major companies, just published. Shows Business 
Week best-read among management men, at lowest cost, of any 
publication in its field. Ask for a copy! A McGraw-Hill Magazine. 


BEST-READ AT LOWEST COST 


oe me 


Receptic 


Ralphs Supermarket reporting: 


“Molded Plastic containers 


boosted our 


packaged salad sales many times.” 


st. Store Manager, 

ipermarket, Gardena, California, with 
the XLNT Spanish Food Company 

s packaged in CRYSTAL PACK PLASTIC 
A4INERS molded by Mutual Plastic Mold 


poration, South Gate, alifornia. 


orporation, 
e nation’s 


nolded plastics packaging. 


containers, 

on. In the food field, 
1 for salads, puddings, 
ies, meat 


r items 


Since Ralphs (the largest local food chain in Southern California ) 
switched to molded plastic containers for delicatessen-ty pe 
salads and foods, four years ago. sales have increased many 


times over their former level. 


“We carry a wide variety of items packaged in these containers. 
The containers not only stack well—but the mold shapes 

that package and contour the gelatin salads make 

colorful and exciting displays, as the vivid reds. cool greens. 
and deep purples of the gelatin show through 

and catch the shopper’s eye. It’s small wonder they outsell 


conventionally packaged salads *20 to 1°.” 


Package molders can offer invaluable assistance in designing 
and producing effective packaging for “help-yourself™ markets. 
They have long experience in visual merchandising. 

Their design services are both imaginative and practical. Their 
productive facilities supply molded packages by the hundreds o1 


millions, in the right size, shape. strength. and at the right cost. 


Send coupon for your free copy of “The Molded Plastic Package 
Evaluator.” Use it as a time-saving guide to see if molded 
plastic packaging is as profitable for your product 


as it has been for hundreds of marketers in many fields. 


Monsanto 


Send for free copy of “THE MOLDED PACKAGE EVALUATOR” 


Monsanto CHuemicar CoMpany 
Plastics Division, Dept. 421, Springfield 2. Mass 


Please send me free copy of “Tue Motpep Packace Evarevror.” 


Vame 


Company 
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A SURE THING! 


WHO-TV delivers solid cov erage of 46 counties 
in strategic Central lowa—a $2 billion market! 


This is the heart of America’s leading 
agricultural market —where the average 


( 


farm income is over $11,300 or 78°% above 

the national average! Yet, it is also a rapidly 
expanding industrial market. For example, 
Des Moines, the shopping center for all of 
Central Iowa, has more than 400 diversified 
industries with a payroll of $100 million, an 
average family income of $6000, and retail 


sales of $343 million! 
There are 392.700 TV families in this rich 
46-county area—and you need only WHO-TV 


to cover them all! 


The newest Metropolitan Des Moines 
ARB Survey (Feb. 8-March 7, 1958): 


FIRST PLACE QUARTER HOURS 


NUMBER REPORTED PERCENTAGE OF TOTAL 
| 1 Week 4 Week | 1 Week 4 Week 


WHO-TV 256 232 | 54% 49% 
STATION K 162 186 34%, 39% 
STATION W 47 51 10% 11% 
TIES 8 4 2% 1% 


Talk to PGW for more about a sure thing 
in lowa—WHO-TY! 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO-TV 
iS FIRST 


iS FIRST 


2. WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


}) WHO-TV 
iS FIRST 


; WwRe-T¥ 
iS FIRST 


— 


WHO-TV 


foal ) 1S FIRST 


- WHO-TV 
Pay) cae 
~ 


IS FIRST 


iS FIRST 


WHO-TV 
IS FIRST 


WHO-TV 
IS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV 
iS FIRST 


WHO-TV% 
IS FIRSTS 


WHO-TV 


Channel 13 » Des Moines 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc., 
National Representatives Affiliate 
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The High Cost of Nephews 


Call it "nepotism" or ''nephewtism,'' just what does it do 


to, or for, a business? Is it good or is it bad? It is amazing 


how little attention has been paid to this phase of manage- 


ment. In fact, it's not considered nice to talk about it! 


ight against the 

rising costs and 

Its there's only one 

ates top management s 

mmediate approval: 

udgets are being ruth 

pared and every expenditure 

subjected to challenge and justifica- 

tion. Not an item escapes the eagle 
eyes of the s alpel wielders. 

About all this 

one gets is a wistful look as the 

knives are turned regretfully to hack 

The exception ? 


What are these untouchables? Why, 


the boss’s relatives, of course! 


Except one, that is. 
on something else. 


Ever since 1670, when the word 
have first appeared, the prob 
lem that’s posed by employing people 
whose qualifications are chiefly fami- 
lial, rather than occupational, has 


It’s called 


seems to 


been identified. “nepo- 
tism.”’ 

According to the Oxford diction- 
ary, nepotism is ‘‘the practice, on the 
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By BERNARD DAVIS 


part of Popes and other ecclesiastics 
and hence of othe persons), ot! 
showing special favor to nephews (or 
other relatives) in conferring offices ; 
unfair preferment of nephews, etc., 
to other qualified persons.”’ 

Call is ‘‘nepotism” or 
” just what does it do to, or for, 
a business? Is it good or is it bad? 

No one has ever attempted (and 
it probably would be impossible ) to 
estimate the real cost or benefits of 
nepotism. In fact, it’s amazing how 
little attention has been paid to the 
subject in any organized way. (One 
gets the impression that it’s not quite 
nice to talk about it!) Moreover, as 
I’m sure you'd guess, in the informa- 
tion that is available, it’s possible to 
find examples that help justify almost 
any position one might want to take. 

For it or against it. And what’s 
even more interesting is that a good 
deal of what we do know about it 
seems to fly in the face of our popu- 


‘“nephew- 


tism, 


larly held beliefs about the practice. 

Did you think that it was almost 
exclusively to be found in the small 
closely-held family Well, 
there are the DuPonts, the Fords, 
the Kaisers, the Firestones, the Sar 
noffs, the Pillsburys and the Heinzes, 
to name but a few that are not. (You 
might add the Krupps and the Roths 
childs for an international touch, 
vou like. ) 

Were you under 
that these favored sons (01 
relatives) zoom to the top like an 
ICBM? Yet, it took Crawford 
Greenawalt 20 years to get that fa 
in DuPont. And you'll remembe1 
the great to-do not so long ago when 
the brother of Harlow Curtice (then 
the $750,000 a year head of General 
Motors) retired from his paint in 
spector’s job with a $63 a month 
pension after 30 years with GM. But 
it is true, though, that the Bronfman 
boys — their father is president of 


business ? 


the impression 


othe 


33 


tul grooming for an ultimate top job. 
Uhis requires a long period of train 
in successively difficult 
skilled supervision all 


Ing assign 


ments unde 
the way. 


In a further variation, any of the 


} 
ight to dump an inept trainee with 
out even discussing it with highe: 
ithority. (This can, of course, In 
olve occupational suicide for the 
supervisor. [ know of one top execu 
tive who took on himself the job of 


The High Cost of Nephews 


continued 


telling the company president that his 
son Was incompetent and should be 
ed since no one else would do 
nd was fired himself for his 

ns. 
Lastly, in its mildest form, it may 
"Just remember this: Ye friend, o 
ood customer a Ttavol by 


blood may be thicker to 2 


sin ply doing a relative, 


relative 
rse, that’s all there 


than water, but red ink Te ak 


if he manages to climb 


. : ” uigher on the ladder of suc 

is thicker than both. af ‘ . 

senerally through his own ability and 
nder his own 
Company rules on hiring relatives 


y 
¢ 
{ 


ly none 


only 


“a 1 
ge fron t absolute 


ibove supervisors might be given the 


burden on any business.”’ 
too often, when the father’s 
i. real hot-shot, the son’s apt to be a 
clinker because he’s never had to hus 
tle the way the old man did.” 
‘I can't 
pathetic than some poor jerk just 


imagine anything mor 


because he’s a son or nephew try 
ng to do a job that’s way over his 


head. He’s either sitting tight out ot 
fear of making a mistake or bluffing 
his Way into a real mess. Bad as if Is 
business, it's even more de 

tive to the pool guy.” 
“We lost the finest executive we've 
had l chance to hire becaus« 
seven tamily members a 
business. When we asked 


x ‘no to the job 


* Was sayin 

an eX eedingly generous salary, 

i it. (setting this 

ed is going to 

e some tough decisions and may 

gery. lhe man who takes 

be absolutely free to carry 
program. The family 

they may fight among 

would all gang up or 


Ca h other. And 
(I 


me 
ouldn’t win. his business wa 
sold a sho t time later. ) 

On the other hand, there seem t 
as many arguments | 
advanced in Tavor 

relatives 


+ + th +; | 
rst rere is We question oO! O* 


Not alone out of a strong senst 


esponsibility to flesh and blood 


tamily ties. NIany teel that fa: 
} 


De Tar more loval to the 


“All of us have a great tendency to want 
to have around us people to whom we can 
feel ‘close’ and who have much the same feel- 


ings about things as we ourselves do." 


be quoted on the subjec after al busine k harder, and ar 
reliable. 


these days of rapid mergers!), more clearly 


never know what Nowhere is this seen 


than in the garment in 
non-family em 


And, 


isions, an unusually com 


where il] 

ployes are known as “‘strangers.’ 
on rare oct 

long-service employe will be 

into key charmed circle as 


ute a number of pron rusted employe.” ) 


spots adl itted into the 


sung men who feeling that all \s noted earlier, there are 


t} 


many 
ie family-managed businesses that have 
Within such 


inities elsewhere. organizations, there seems to be both 


ne good iobs are rese 


family, have left us fo oppor done extremely well. 


“Supporting family, re 1 strong aftection for the company 


vardless of ability to contribute, places ind, among employes, an equally 
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strong regard for the family epre 
sentatives and tradition. I have even 
heard union delegates, in a_ well 
known New England metal-working 
company, complain to a member of 
the family that a non-family top ex 
ecutive was “hurting the business.” 

It would seem, too, that the boss’s 
son who has grown up in the business 
has had a form of training and back 
ground no outsider could ever attain. 
That is, if the father is the sort who 
might kick around problems of the 
business within the presence of wife 


and children. And has the 


and_ patience 


insight 
to deal with the son's 

q iestions In a constructive way. 
here may be an even stronge1 
argument in favor of assigning key 
Management posts to relatives: the 
extent to which their long association 
ind intimacy gives understanding of 
idiosyncrasies 
Within 
the family, too, members are more 
ipt to think and behave alike, seek 
] 


common goals 


each others -rsonal 


and how to cope witl them. 


move 


in comparable 
social circles and maintain those 
relationships that can promote 
effective 
| 


B 
ES10ES as any 


working relationships. 
psychologist will 
tell you, all of us—human nature be 


ng what it 1s have a 


+ 


yreat tendency 
Oo want to have 


} 


around us people to 
hom we can feel ‘‘close’’ and who 


VW 


} 


lave much 1¢ feelings about 


same 
things as we ourselves do. Communi 

ition is fa ilitated and that inde 
finable something we call ‘rapport’ 
is more readily established and more 
maintained. Moreover, the 


es whi h siphon oft 


ind pressu 
executive energy often spent in need 
less bickering re minimized. ©O 
sho ld be 


W hic h a Ws > qu te possibly 
ontal 


those ( - r against, nepo 


ns ; =< nswel tor both 


inalysis, the 


present Henry Ford his company’s 
p job after lean-up of the 
ed ble 

9 andtather 


ire there sly quality 
ven DuPont by Craw 
ford Greenawalt. And there’s Rob 


ert Sarnoff of N itional Broadcasting 


ot le idet ship g 


Co. who, after doing a fine job in the 


returned to the Sar 


magazine field 
noff fold and is doing what associates 
term “‘an outstanding executive pet 
formance.” At the Borg-Warne1 
Corp., Robert Ingersoll has 


been rated by people in and out of 


young 


the company as a better president than 
his father had been. ‘hese examples 
an be multiplied many times over. 


OCTOBER 3, 1958 


In short, regardless ot what the 


family relationship may be, where the 


relative is doing the work as it should 


be done, very real benefits may accrue 


to the company. It can be, when con 
petence reinforces family ties, very 
good business. 

Where blood ties may be stronge1 
than ability to deliver, 
evitable. Not even the 


trouble is in 
larger com- 
panies, in today’s fierce competition for 
in increasing share of the market, can 


guilt generated in the parent who has 
probably spent far more time in build 
ing a business than in raising a son 
can produce the most irrational be 
havior. (In one of the country’s big 
gest textile organizations, the father’s 
insistence on the son’s competence in 
the top sales and marketing job, has 
led to three reorganizations of these 
ictivities in the past five years and 
} 


loss of the company’s leadership posi 


tion. It is, as has been said before 


"Nepotism ... did you think that it was al- 


most exclusively to be found in the small, 


closely-held family business? Well, there are 
the DuPonts, the Fords, the Kaisers, the Fire- 
stones, the Sarnoffs, the Pillsburys and the 


Heinzes, to name a few.” 


ifford to carry a burden of executive 
deadwood. 

However, chopping out this dead 
is no easy task. As a gen- 
is taken in finding 


wood 
eral rule, refuge 
some quiet out-of-the-way corne1 
nto which the incompetent can be 
dropped. Usually, somewhere in a 
“Staff” assignment. (The low esteem 
ind lack of understanding much of 
ndustry has for the personnel man 
igement function is marked by the 
frequency with which incompetents 
wind up here. 

Only occasionally does one find the 
toughmindedness required to face the 
ssue squarely and fire the relative 
who cannot perform. There are toes 
to be stepped on and, sometimes, they 
kick back. Far more frequently, there 
is apt to be called into use a process 
we might call “out placement.” This 
family 
connections to find the inept 


involves using and business 
relative 
something within his skills (and less 
embarrassing to the family) in some 
other business. 

buying a small 
business and putting him into it can 
be justified on the basis that loss of 


Sometimes, even 


this investment would be less than 
he’d cost the company in the long 
run. And a family obligation would 
have been met. 

What’s most dificult, of course, is 
the problem faced by the successful 
father who finds his son something 
far less than he’d like to have and 
the business needs. The feeling of 


wise father who knows his ow 

Complicated though all this may be 

the emotional demands of family 
ties, there are forces at work which 
spell the eventual end of nepotisn 
that is not justified by demonstrated 
competence in the job. 

Increased competition has created 
an equal need for improved overall 
organization. The structure and sys 
tems required to produce the flex: 

and coordination necessary fo 
success in our dynamic markets leave 
increasingly little room for nincon 
poops. On the contrary, it places a 
very high premium on able executive 
management. And a burden on those 
hi e family, ega 
petence 
Furthe cr, & 
} 


businesses turn to public ownership 
} 


many new voices will be ralse¢ 


questions of how the company sl} 


ould 
be managed. 

More than ever before 
dustrial history, attention is shar] 
focused on what brings a compan 


profitable operation 


successful and 
And more and more clearly, we see 
that it is primarily good management. 

So, a word of advice: don’t 


] 
because the are rela 


vatesee 
relatives just 
tives. They may be good managers, as 
well. And don’t keep them just be 
cause they are relatives; they may 
cost you more than you can afford. 

Just remember this: blood may be 
thicker than water, but red ink is 
thicker than both. ® 
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Harvard Yard Cast a Shadow: Beyond It Squibb Beckoned 


‘ooh , s the new head of the Squibb Division of Olin 


Mi 
il Co p. And M3 yf loohy looks like a friendly neighborhood 


> he finished his post graduate 


Joseph 
mn Chen 


the d ig b isiness ever SInce 


l 

Harvard. Immediately afterwards he went to work 

It was Harvard n whose shadow he was 

n and raised t placed him in the job. “The specifications, 
$150 a month 


the work of a real scientist. And 
vertising Departn ent was formed he moved over. After 


nch manager in Atlanta and Chicago, Kansas City 


i 


1947 he became v-p and general sales manager and fou! 


wer and vy for operations. Now he succeeds John ee 
recently. He and his wife have two great-grandchildren, 
Swears he’s had no time to develop iway-from-the-desk 


bt it he admits to being a weekend photographer. 


} + 
novdodI1es. 
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Friends Used to Check the Title 


before add *SsiIng Walte: ; Johnson Ue. Lhey 


Johnson S > in aviation cir les h is been as ast 
is a jet take-off f he’ risen ain. 4 ipital \irlines 
wooed hin iway tron \merican Airlines, 1 le hin senio! 

t market ng ind board member. ta young man 

still looks like a Notre Dame (from 

which he was orar “d tackle which he wasn't a [ ntil 
he flew off ‘apital he'd been \ p and sales manager f 
\merican. h American that started his career. 


His first job: resery 1 cler} * big New York desk. 


new post iVs 


ACTII 


‘ting on 


needed Johnson 


t 


s sales exe 
been v-p for sales 
fe) Northeast rlines 


replace hin nm T ou h i con pet tion e 


y yt 
knew planes and people. Johnson 


Nat onal Sales Executives ¢ 1 one 


He Flew into Democracy 


It was March, 1953. Stalin lay dying 
a voung Polish flyer, who had long toyed 
ot making a break to the Free World, se zed his chance. 
Frank E. Jarecki was only 23. He was a lieutenant i 
the Soviet-dominated Polish air force. And on that third 
day of March he made world history by taking a Soviet 
MIG 15 and flying it from Warsaw to the Danish island 
ot Bornholm. He'd always wanted to be an American. 
And today that’s precisely what he is a newly natural- 
ized American citizen of Reno, Pa. And a salesman! 
Jarecki, a curly-haired extrovert who isn’t in the least 
publicity shy, (“Why should I be? I’m a salesman. 
IS vood Tol business.” ) embraced Demoxc rac\ 
vengeance. He even married the boss’s daughte 
(‘For love. Not business.’’). His boss at the Oil Cit 
Machine and Tool Co. is John Spishock, who also hap 
pens to be his father-in-law. Jarecki is a manufacturer's 
representative for the company that employs 100 workers 
makes large and small machines, tools, dies, fixtures, et 
A voluble man, Jarecki speaks almost perfect English. 
loves to mount the podium and talk about freedom, 
America, selling, flying. As one of his friends puts 


“You name the subject. Frank can talk on it all night.’ 
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New Sales Highs for Fourth Quarter 


Sales Management's 309-man Future Sales Ratings Board 
sees increased ratings for 30 industries during the three 
months ahead—no further declines. But all is not sweet- 


ness and light . . . economy retains some negative factors. 


By PETER B. B. ANDREWS 


Chairman, Future Sales Ratings Board 


ied skepticism ot 1957, $252.5 in 1953 and $70.4 in and $30.39 back in Wa 
it the resilience 1939, While it is true that most of 
ession, the Board * increase is attributable to in -cord-breaking disposable income 


re Sales Ratin reased unen ployment compensation ot . public as well ; the strong 
ail sales in the social security and pension payments over-all financial condition of con 

all previous this, even so, attests to the eftective sumers and of businesses represent a 

irter. Even though working ot the nation’s built In ant sturdy base TO tuture sales expan 
established in the ecession Tactors. 


sion. In spite of the ravages of reces 
1957, the Board’s The fact remains, too, that dis sion, financial assets of both con 
nsensus indicates a potential sales posable pe sonal income is up and ‘rs and corporations are at all 
n of at least two percent in the rising. ‘arm income is well ahead of ime highs. Consumers now have 
| ee months of this year. last - and so 1s ental income oft S485 bill on otf Savings reserves ot 


; : : hs 
srowing confidence persons and personal interest income. various kinds. “These include $27 bil 
the 114 industries Employment is moving steadily up lion in curreney, $55 billion in de 
t = t 
have long ward and unemployment downward mand deposits (checking account 


aoe 
bette ven though the unemployment totals $88 billion in savings deposits includ 

\s demonstrated in ing postal Savings and shares in credit 

however, unen inions, $42 billion in savings and 
1e devastating force an associations, $48 billion in U.S. 

-conomy that it once was. avings bonds, $44 billion in othe: 

-d strong improvement. in U.S. and State and other non-co 
h important basic industries as porate bonds, $118 billion in private 

irth quarte 1utomobiles and steel are certain to insurance and pension reserves, and 
2 months ahead help the employment situation. The $63 billion in Government insurance 
ncreased ngs auto industry betterment will be a and pension reserves. 
he raised ratings tremendous stin ulant to the entire Consume! debts also are large, but 
are shown by an up economy. ‘The Board expects 85% in good balance with assets. ‘The 
ow next to * industry of the 1959 models to show substan debts include $98 billion mortgage 
[he consensus shows no tial changes from 1958, and it antici debt, $42 billion consumer credit 
decreased, either for the pates the large gain of 20° in sales outstanding and $4 billion securities 
the 12-month n 1959 over this vear. Ailing basi loans for a total of $144 billion. 
etals industries will receive a fill Pp Even so, that leaves a record-breaking 


2 
the auto industry, a net equity of consumers at $341 b 


] 

B — heavy consumer of steel, lead, nickel, lion. That compares with $336 bil 
ases Tor ni ratings , “Wy: 

g 9 : 1 copper. More than three lion a year ago, $330 billion at the 


tron ecovery otf 


] +} 
e 


American families own end of 1956, $306 billion at the end 


more than ten of 1953 and $71 billion at the end of 
1939, 


s 500 
0 income from gains in The huge total of these savings is 


lines will be all the supplemented by additional potential 


cause of the continued up buying power. This consists of $312 


rend in wages and salaries. Average billion of individuals’ holdings of co1 
weekly earnings in manufacturing porate securities. Added to the $341 
iow exceed $84. ‘That compares with billion of various savings, the $312 


$83 a year ago, and an average of billion raises total reserves of indi 

$82.39 for the year 1957, $71.69 for viduals to $653 billion. For perspe: 

ng effects of the 1953 and $23.86 for the year 1939. tive on this vast total, much of which 

ecession, disposable personal in In the booming construction industry represents reachable buying power, 

rently running at an all the gains are even greater. Average this figure is 300% of the yearly re 

time high annual rate of about $312 weekly earnings now are $112, com tail sales of all goods sold in the 
billion. “That compares with an ; pared with $111 a year ago, and an nation. This, of course, is in addition 
rroximate $307 billion rate ; average of $107.22 for the full year to current income, which is disposa 
go and with $305.1 for the full ye 1957, $101.92 in 1956, $91.76 in ble at an annual rate of $312 billion, 
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In the 114 industry table below, the sales prospect rating has just been raised when 
the arrow next to the yx points up. 
just decreased. All 
previous quarter. 


The arrow pointing down means the 


rating has been other ratings are unchanged from the 


Key to Relative Size Ratings Key to Sales Prospect Ratings 


(By Industry sales volume) 


A—$10 Billion and Over 

B—$7 Billion to $10 Billion 
C—$4 Billion to $7 Billion 
D—$2 Billion to $4 Billion 
E—$! Billion to $2 Billion 


(All ratings are relative to the median (***) 
which indicates approximately no change in relation 
to the corresponding period of the preceding year.) 
wkkkkk—Best Relative Outlook 

kkkk —Very Good Relative Outlook 

kkk  —Good (Medium) Relative Outlook 


Ca aes 
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Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Atomic Energy 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Boating 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Vegs. 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing (Men's, Women's 
& Children’s) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Hoor 


Coverings, Furniture, etc. .. 


Household Products (M 
Ln, re 
Instalment Financing 
Insurance ; 

Jewelry & Watches 
Laundries 


liquor (Alcoholic) OMG 


Relative | 


Size 
(See 
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G—Under a Half-Billion Dollars * 
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Luggage 

Lumber & Wood Products 
Machine Tools 
Machinery (Agric.) 
Machinery (Ind'l.) 
Materials Handling 
Meats 

Medical and Dental Care 
Metal Containers 
Metals (Non-Ferrous) 
Motion Pictures 
Musical Instruments 
Office Equipment 

Oil Burners 

Oil (Cooking) 

Oil Equipment 
Packaging & Containers 
Paint 

Paper & Products 
Personal Care 
Photographic Supplies 
Plastics 

Plumbing & Heating 


Printing & Publishing Equip. 


Radios 

Railroad Equipment 
Railroads 
Refrigerators 
Restaurants & Bars 
Restaurant Equipment 
Rock Products 
Rubber Products 
Security Financing 
Shipbuilding 

Shoes 

Silk Textiles 
Silverware 

Soap 

Soft Drinks 

Sports & Sporting Goods 
Steel & Iron 

Sugar 

Surgical Equipment 
Synthetic Textiles 
Television 

Toothpaste & Mouthwashes 
Toys & Games 
Trailers (Auto) 

Travel & Vacations 
Travel Overseas 
Trucks 

Utilities (Electric) 
Utilities (Gas) . 
Utilities (Telegraph) 
Utilities (Telephone) 
Vacuum Cleaners 
Washers (Household) .. 
Woolens & Wo 


—Fair Relative Outlook 
—Least Impressive Relative Outlook 
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¢ gts y] 
became Dopey 


From too much confusion 
Of gimmicked-up sound 


In redundant profusion! 


In these days of high prices and low 
boiling points, a lot of broadcasters 
ire relying on all sorts of attention 
getting devices. Unfortunately most 
of them serve only to distract and 


confuse 


KHJ Radio, Los Angeles, believes 
that the best attention-getter (and 
ittention-holder ) is solid, mature pro 
gramming, designed to specifically 
meet the variety of tastes that make 


up America’s 2nd Market 


Nobody ever built up a loyalty to a 
kazoo or a glo kenspiel, but for 36 
years Los Angeles listeners have been 
loyal to KHJ’s FOREGROUND SOUND 


and to the personalities on our air. 


Never underestimate the variety of 
tastes in the Greater Los Angeles area. 
Here is a medium programmed to 


satisfy them all 


KHJ 


RADIO 


LOS ANGELES 
1313 North Vine Street 
Hollywood 28, California 


Represented nationally by 
H-R Representatives, Inc 


40 


or about one and a half times the re 
tail sales of everything sold i the 
United States. 

Stock marl pronits have vastl\ 


improved buying picture also. 
are considered dis 


he owner may 


l his prim ipal, he 
to spend at least part 
market profits more 
d irable goods and hon e 


Such profits, whether pa 
realized, have been exception 
e in the first nine months of 


L hey approximate S40 dillior 


riod For the full sig 


this added potential buy 
it might be noted that 
sonal consumption expenditures for 
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qaurabie goods 
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is opposed 


consume 
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ial posl on Oo isiInesses 


nited States likewise is strong 
‘This means ability to 

appealing 

is well as having the where 


idvertise and sell these 


expansion and new, 


idequatel Wi > conse 


while 


$118 billion 


trong 


e compares with 
go, $91.8 in 1953, 
1939 


\lo eovel ne tre d 


now 1s up, atte 


the summer o 
ourth quarter is ex 
and away the best of 

and prospects indicate con 

into 1959. This likelihood, 

tact of strong corporation re 

*s, indicate ability to buy more 

and equipment, build up inven 

ories, and increase vital expenditures 
in advertising and selling. A 10% 
rise in appropriations Tor promoting 
ind advertising goods is foreseen by 
the Board for the next 12 
Important benefits to the economy 
are accruing now through inventory 
rebuilding. Inventories in many lines 


months. 


had been allowed to run down through 
the latter part of 1957 and early 


1958 at one of the fastest rates in his 
torv. This brought a steep drop in 
oduction and intensified the rece 


trend of that time. Now 


p 
ionar\ 

however, the trend is firmly reversed 
in an inventory-accumula 


h will augment the 


ind we are 


phase W h ( 


business now tak ng 
lt, new orders re 
nutacturers are frisil 


with sales and unfilled orde 
| ‘ 


Diggest seg 


i economy 
living oft 
tor consume dur 
especially autos, and redui 


! 
plant and equipment spend 


t two now are in a dis 


spending 


be down about five 


to SIX bil ars from the ecord 
break ng Still, 1 
well above § h spending ft 
» histo eX t 1957 and 


Decline offset 


equipment is much 


more 


the billion 


dollar ise in construction activity as 
l whole to ovel $48 billion, by the 
$4 billion gain in spending of Fed 
ind Municipal Govern 

: 1 


» $5 billior in in spend 


not Oo me! 
ld now going on at 
is annual rate of $4 billion and 

] 
reased inti ial spend 
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, 
consume for toods and suc! 
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the $3 billion 


1eS) as apparel, vaso 
Chis $18-billion rise 
ilone rardless of the uplifting 


force of manv othe1 divisions of the 


is enough 
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iuct near 


economy now moving up) 
0 raise gross national proc 
ts record levels attained in the third 
quarter of 1957, when it 
$445.6 billion. 

Usually, when the big three basi 


steel. auto and construc 


Treat hed 


industries, 
tion, are active all the economy pros 
pers. All three are in strong, ascend 
ng lines, particularly construction. 
Home building is at the highest level 
in more than two years. “hat means 
1 jump in the output of everything 
that goes into a home—furniture and 
furnishings, stoves, refrigerators, 
kitchen cabinets, sinks and a broad 
range of consumer durables. Increased 
employment thereby brought about 
will further enhance buying power. 


Booming contract awards promise 
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turther heavy activity ahead in con 


ruction. School contracts are run- 
ning 20% ahead of last year, churches 
25%, hospit: ils up 15%, club 
public utilities 37%, 
public weidines 50%, and streets and 
highways 70%. Only 
factory buildings are down a bit. 

One of the brightest 


improvement in 


ire up 


} > 
nouses up 35 
col mmercial and 


spots in the 

- economy Is the 
m income. Realized gross farm in 
come is running at the highest level 


in post World War IT } q hat 


eceipts trom tarm mal 


nistory 
114 ludes ( ash 
ketings, value of farm products con 

farm households, 


dwellings and Govern 


gross rental 


ment payments to tarmers. At $38 
billion annual rate, this gross income 
tops that of 1957 by almost $4 billion. 
Farm production expenses, however, 
have risen, but deducting then 
is the net h inge in tarm in 

billion net income 

obtained 


sar 1957 


compared 


restless scientific ad 

bring 

isiness mira 

economy. Sig 

vpenditures for 

and better prod 

ucts are running a i We high record 
11° above the “vious record estab 
lished in 1957. new, big po 
being bu mass appeal 
tblic an r advancing its 
And that 

g more plants and machinery 
labor needs, more oft the adve1 
il d selling expe iditures whi h 
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past have been responsible for 


mulating peepee? consun — 
ind profits in the su Ame 


nanner 


Unfavorable side of ledger 

Strong as the favorable elements 
are in the economy, it is not without 
drawbacks. Outstanding of these are: 


Federal Reserve policy of tighten- 
ing money rates. ‘Ti 
ies of the Federal 
were responsible in major degree for 
the reversal of the 1957 boom. As 
reached high- 
er levels through the latter part of 
1957 and early 1958, plant and 
equipment spending was cut, home- 
building shrank and buying of con- 
sumer durables on installment skidded. 
The Federal Ressrvn’s return to a 
hardening money policy while no 
where near so severe as the 1957-58 


ght money poli- 


Board 


Reset ve 


money rates successively 


nevertheless has caused a 

bond prices, which sell 
ona yield basis. The supply of mort 
gage and plant expansion money faces 
a squeeze as interest 


program 
sharp drop 


rates become 
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more attractive elsewhere, notably 
among good grade bonds. The volume 
of homebuilding and other construc 
tion, as well as installment buying of 
consumer durables, may be curbed if 
money rates continue to tighten. 


Possibility of higher taxes. Presi 
Eisenhower’s ‘‘no comment” 
esponse on the question of possibly 
igher taxes indicates that this is one 
the moves being considered to con 
trol inflation. Many feel that anti 
inflation moves this early in the busi 
ness recovery may tend to smother 
it, and point to leveling out of the 
inflation 
actually is still a creeping affair. Big 


avest threat of further 


cost of living to prove that 


inflation lies in 
As proved in 
the recent past, that is unaffected by 


the wage-price spiral. 


the Government’s money 


or other anti-inflation efforts. 


Possible curb on Government 
spending. One of the announced ob 
jectives of the reduce 
Since the 


President is to 
(sovernment spending. 
eau oft the Budget, 


parcels out the funds 


which 

(while Con- 

gress merely appropriates it) is under 

the jurisdiction of the Executive 

Office of the President, he is in a 
position to exercise control 


\gain, 


to encoul 


much actual spending. 
the question arises whethe1 
age the boom ner or hold in check 
to restrain possible inflation. 

Strikes and Strike Potentials. In the 
past, these have dealt serious blows 
to business generally, most notable of 
which was the setback to the economy 
caused by the 36-day strike of steel 
workers in 1956. As business i 
proves, indications of fur- 
ther strikes to come, with possible 
disruption of business and increased 


there are 


operating costs. 


Business. For 
ot this vear exports 


Declining Foreign 
the biggest part 
were running 20% under those of 
1957, or about $4 billion a year under 
the 1957 rate. That has improved 
somewhat in more recent months, 
however, and with approval of the 
Administration’s long- 
aid programs further 
the export 


fought foreign 
betterment in 
trend seems likely. 


Plant Capacities are High. In- 
dustrial plant capacity is at an all- 
time peak and scheduled to go up 
more this year and next year. Under 
our extended foreign aid programs, 
imports also may rise, adding to a 
situation, in the views of some ana- 
lysts, of overexpansion, excess compe- 
tition, and too many goods to sell. # 


NEW... FROM 
DUN & BRADSTREET 


Identifying for the first time 
America’s biggest businesses and 
the men and women who manage 
them. 

Now in a single volume basic facts 
about 21,000 businesses with indica- 
ted worth of $1 million or more. 

For maximum utility the MILLION 

DOLLAR DIRECTORY is arranged four 
ways. Section I lists businesses alpha- 
betically showing: 
@ Address @ State of Incorporation 
@ Standard Industrial Classification 
Numbers for Major Functions ® De- 
scription of Business Function &@ Name 
and Function of Operating Divisions 
@ Sales to nearest million M@ Number 
of Employees @ Names of Officers, and 
functions where known M Names of 
Directors @ Names of Individuals re- 
sponsible for Purchasing and Produc- 
tion, where available 

Section II lists businesses by cities 
and towns; Section III is arrange od by 
line of business; Section IV is an 
alphabetical arrangement of Officers 
and Directors. 

The MILLION DOLLAR DIRECTORY, 
ready January Ist, puts at your finger- 
tips facts about clients and prospective 
clients—to build mailing lists—to plan 
sales promotions—for market studies. 


ACT NOW—SAVE $14 


on special pre-publication Charter 
Subscription offer of $84.50. Re gular 
price, $98.50. 


Use coupon for additional information. 


DUN & BRADSTREET, INC. 


EEE 


UN & BRADSTREET, INC. 
Directory Division, Dept. A 
99 Church Street 
New York 8, New York 
[— Send us more information on your MILLION 
DOLLAR DIRECTORY. 


copies of the MILLION 


LJ DoLLar Directory. Bill us later. 
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By T. Harry Thompson 
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IN SEATTLE: 


YOU'LL SCORE IN SEATTLE 


S, OUT OF 
EVERY *100 «oe When you advertise in 
ARE SPENT BY 
READERS OF THE SEATTLE TIMES 


... year after year 


THE SEATTLE TIMES | seattic's teading 


advertising medium 


Member of Consolidated Consumer Analysis Group 


SEATTLE’S NEWSPAPER 


REPRESENTED BY O'MARA & ORMSBEE, INC 
. Detroit ° Chicago ° Los Angeles ° San Francisco 
Member Metro Sunday Comics and Metro Rotogravure Groups 


OCTOBER 


ewest 


Push VS. Pull When You 
Introduce a New Product 


Dow elects push. A new synthetic called 'Zefran'' this 
month hits the ad pages and the news headlines with the 
introduction by top-notch retailers of the first men's, wo- 
men's and children's wear embodying the new fiber. This 


report details the firm's ‘'push'' marketing strategy. 
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until 
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September 1959, with a limited number of mills and cut 
ters. It for 
prove the versatility of Zefran as a year-around fiber fo 
all kinds of clothing all kinds of 


h botl iral and man-made fibers. 


wit! 


launching will extend from now 
| 


e 
+} 
I 


has been designed to continue 12 months to 


blends and con 
ruction nat 
For this fall’s launching, 


ot Zefran 


ayon.,. 


fabrics will comprise blends 
Zefran Zefran and 
more in a fabric 
Zet (50-50), than 


any other type of clothing. 


ind wool, and Angora, 


‘There ire particularly 


coats 


which is a blend of in and Angora 


Retail price range for coats is 


$100 $165: for women’s dresses. about $65: little girls 


WOMEN can be sure 
of an attractive ap- 
pearance since gar- 
ments of blends of 
Zefran and wool will 
keep shape and size. 
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This Is Zefran 


...entirely new acrylic alloy fiber created to fill 
market need for a practical luxury fiber. It has... 

@ greater flexibility in choice of dyestuffs than 
other fibers. It is possible for textile mills to use 
conventional, low-cost dyeing procedures and obtain 
color-fastness with a wide range of dyestuff types. 

@ fine balance of abrasion-resistance properties 
which give it outstanding wearing qualities. 

@ high elastic recovery plus low shrinkage. Gar- 
ments made of it keep their size and shape. 

@ “non-synthetic” luxury hand which critical mill 
men like. Gives a feeling of quality. 

e@ attractive appearance. Stains released on wash- 
ing; resists body odors, is comfortable to wear. 


reteria 


dresses, about ; sm boys’ suits, about $10.98. [through a hypodermic syringe into a water-filled ca 


Zetran began ll > late 1940’s in Dow’s research a stray. Dow estimates that > fr fabrics made fron 
laboratories in Pittsburg, Cal., and was developed there Se Zefran cost $10,000 a yard. 
and at Dow headquarters in Midland, Mich. From pilot Heading up the more than $10-million plant is Arthu 
plant development in California, activities moved to Vir- [MM E. Young, formerly assistant manager of the Dow Plastics 
ginia, eight miles from historic Williamsburg, on a 600- $M Department. Young and his administrative team coordi 
re site on the banks of the James River. Location in Jj nate and supervise four sections of the Textile Fiber 
lidewater Area of Virginia places the plant near the Department: Research, Production, Development, 
Kast Coast textile mills and within easy reach of the The marketing operation integrates the work of all four. 
marketing center of New York. “When research was started in 1949,” says Dr. G. W. 
Ihe first fiber experiments were made in California on §@@™# Stanton, director of the Research Department, ‘our group 


mprovised | ry equipment and were extruded (was comprised of fundamental scientists who had no previ 


LITTLE BOYS’ 
hand-washable_ suit 
made of 50-50 Zefran 
; eeEE and wool blend dries 
LITTLE GIRLS will ie sR TE it quickly and requires 
find that wrinkles §& ee ei minimum ironing. 
hang out at night, > 
and pleats stay 
pleated. Minimum 
ironing when washed. 
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1 Medium...1 Time... 
1,000 Inquiries! 


4p ccaaeinnainininininiaahetatittes 


Clary conronnrios 


Why Is This Such A Powerful Sales Medium? 


| , ] 


he kind of score described above, an advertising 
‘tter than good. It has to be outstanding. 

al significant ways. It is the 

business daily. It is judged most useful and 
key businessmen everywhere. And its very 

e is that it brings information that business 
ise. Whether your product sells for $15 or 

$15,.000—or $150.000 isn’t that the hackdrop you want for 


1007 i ¢ } ig loo? 


CIRCULATION: 531,734 


NEW YORK, 44 Broad St. and WASHINGTON, D.C., 1015 14th St., N. W. « CHICAGO, 711 W. Monroe St 
DALLAS, 911 Young St. - SAN FRANCISCO, 1540 Market St. 


ous experience in fibers or textiles. 
“We had no preconceived ideas. 
We felt we were able to take a com 
pletely new approach to making fiber. 
We came up with a different way to 
make fibers and a different kind of 
chemical polymer for the fiber struc 
ture. We tried to balance the prope! 
ties of the fiber to do the whole job 
and not just part of the job—in other 
words make a fiber with no signifi 
ant shortcomings. We believe that is 

the one outstanding chara 
Zefran has compared to other fibers. 
“We look at the textile industry as 
ade up of three fields: industrial 
household, apparel. There is about 
ipparel, 30% household, 30% 
ustrial. The apparel field was, we 

+} 


ipproa hing 10 billion pounds $0; 
looked like in interesting market. 
~ fa is competition S 
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d we look 1 


Group Liaison 


The approach of ch to the 
sale of the ultimate product is group 
ison and what r. Stanton calls 
hannel communication. “We 
often with our sales 
“They know what 
7. They know the 
mitations of the 
labor itory tests but 
omes Trot Sales. “Tes 
development i. bridge between 
Resea h ind is, Research looks 
it Development as its first custome 
Problems the sales and development 
staffs run into set the targets for 
Research. We have a target mee 
ibout every SIX months.” 

Che Development Department. is 
hiefly concerned with improving ap 
plications and searching for new con 
mercial uses for Zetran. \nothe 
mportant function provides skilled 
technical service to Dow customers. 

“This,” J. F. O'Donnell, manage 
of textile development, explains, “is 

momentous task when one realizes 
that the textile industry is one of the 
oldest basic industries. We first had 
to assure ourselves that our product 
would perform efficiently on textile 
mill machinery already in place. The 
basi characteristics ot a product de 
nine its technological assets and lin 
tations, and many times dictate what 
contacts Sales seeks in the field. In 
some cases one textile mill Was 
selected over another because of ex 
sting machinery so that we might 
ipitalize on the technology specifi 
to the product. 

I arliest development work was ca 
ied out in 1951-53. The sales depart 
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Our plant was designed to pr d 
about half what a normal fiber plan 
should produce, but facilities are con 


cted fo permit rapl expansion. 
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The firs 
and-salesman went into the 
tive apparel marl 
‘The objective 
Zefran 
woolen and worsted field 
cotton and synthetic fields. 
1, 1958, was the 
having ‘“‘limited 
ble fabrics. 

The reason for wanting to meet 
the Fall 1958 apparel selling season 
was that product development find 
ngs indicated that Zefran had un 


isual advantages over competition as 


JOURNAL 
results 


There are many advertising mo 
tives, but no advertiser complains 


about getting results. 


The Wall Street Journal has a 
tremendous file of result case-his- 
tories, covering every field of in 
dustry. What makes these “success 
stories” particularly outstanding is 
the degree of success. Journal ad- 
vertisers are happy advertisers 
because through this unique me- 
dium they get the most inquiries, 
at the lowest inquiry cost, with the 


ereatest conversion to sales. 


How come? Well, just look at 
only a few of The Journal's many 


unique advantages: 


“Class-in-mass” national cover- 
age—top-caliber circulation every- 
where. Short closing dates — get 
your message across first. Regional- 
edition flexibility—sell the logical 
product to the logical market at 
the logical time. Better visibility 

6 wide columns to a page help 
ads of every size act bigger. 

And mind you, these are only a 
few of The Journal’s advantages. 
Why not call a Wall Street Journal 
sales office right now for a more 
complete picture? You'll be happy 


you did. 


THE WALL STREET JOURNAL 


Published at 
NEW YORK & WASHINGTON, D. € 
44 Broad St 1015—14th St., N.W 
CHICAGO—711 W. Monroe St. 
DALLAS—911 Young St. 
SAN FRANCISCO—1540 Market St 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stéres 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Termincls 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


parel selling season. 


than tl 


a blend with wool. This meant, Rud “For example, our publicity 
points out, that its market poten 
, competitive position and prestige Our market research man 
value was a natural for the fall ap lected not for his market 
background but for his analytical 
selecting men for his sales abilitv. We treat market research and 
zation, Ruddock turned com publicity as line functions and 
pletely away from the trend to spe staff functions. These functions exist 
ialization. He chose men who have only to help us sell and must be inte 


ultiple talents—men who can do grated into the direct sales operation. 
“We had to Our market research man is also con 
proceed with caution,” he says. ‘build ducting a store promotion program. 


im one ling 


staff gradually so that we Our people all have basic abilities in 


n flexibility and late: multiple areas where we 


sales staft to the kinds ot them for more than one activity. In 


ns we wo Id encounter. our store promotion and retail 


EPA. BP 


FAST 
FOOD 


mrmaAaagazine 


386 FOURTH AVE. ise 
NEW YORK 16, N.Y. |... 


Amos L. Ruddock... 


who is the sales manager for Dow’s Textile Fibers 
Department, was formerly head of the merchandising section of 
Dow plastics sales. In his present post Ruddock supervises the 
overall marketing operation, including sales, market research, 
distribution, publicity, advertising, customer service and mer- 
chandising in connection with Zefran. 

Recently in a move to expand its marketing activities in the 
textile field, Dow has consolidated the sales organization of The 
Dobeckmun Company’s Lurex Yarn Division and the Dow Textile 
Fibers Department. Dow management says the consolidation 
will be particularly helpful to the company in launching Zefran 
in the coming months. The consolidated sales group, headed by 
Ruddock, will be responsible for marketing Zefran as well as 
the Dobeckmun family of metallic yarns bearing the Lurex trade- 
mark. Heber E. Allen, of the Dobeckmun organization, will be 
assistant sales manager. He was formerly chairman of Dobeck- 
mun’s sales administration committee and manager of its indus- 
trial sales division at Cleveland headquarters. 

A graduate of Alma College, Alma, Mich., Ruddock has had 
wide experience in the fields of advertising, merchandising and 
promotion. He taught social science in Midland High School 
eight years before starting with Dow in the advertising depart- 
ment in 1939. During World War II he served three years with 
the United States Coast Guard. 

He is shown here as he discusses a chart of sales department 
functions during a blackboard talk before a group of salesmen. 
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is working on advertising as well. 
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VIM VeMe ey 


today’s 
approach 
to 

incentive 
promotions 


RICHARDS 
-BARNETT 


839 Fifth Ave., N. Y.16,N.Y. 


ORegon 9-6429 


Seeley elelel pec) 


Remarkable 


PAV UCIMee 


Co 


ROCKFORD 


1ST CITY IN ILLINOIS 
(outside Chicago) 


Rockford, Illinois, is the state’s second 
largest city according to the State De- 


partment of Public Health. 


State officials August 7 released popu- 
lation estimates citing Rockford as the 
second largest by almost 6,000 people. 


The estimates, prepared by the Uni- 
versity of Chicago’s population research 


and training center, give Rockford (as 


of July, 1957 


119,000. The estimate tops 


even the most optimistic local figure. 


The state release shows a 10,000 popu- 
lation gain for Rockford between 1955 


and 1957. 


ROCKFORD MORNING STAR Wa . 
Rockford Register-Republir : 


recy 


modern creative 
ideas for 


Sales Contests 

Premium Promotions 

Safety Campaigns 

Award Presentations 

Goodwill Gift Giving 
featuring 


Complete Campaign Plans 
Merchandise In Stock 
For Immediate Shipment 
Drop Shipment Service 
Art, Production and 
Printing 
also 


Travel Plans 


Rockford 
Retains 
Population 
Lead... 


and still 
is growing 


For the first time in 

local history, births in 
Rockford for a single 
month exceeded the 
500 mark, with 501 new 
arrivals being reported 
here in July, 1958. 

The previous high for 
one month was 

487 in June, 1957. 
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explains, 


brings out the 
WORCESTER 
Billion Dollar Market 


Daily and Sunday 


2nd Market in Massachusetts 
2nd only to Boston 


41,039,790,000 Effective Buying Income 
(Up 53.4% since 1950) 


Worcester’s Sunday Telegram 
Feature Parade, the only locally 
edited Sunday magazine in Cen- 
tral New England. 

Features of Feature Parade 

Black and 1, 2, or 3 colors 

2 year lineage growth of over 55.7% 


91.9% 
daily coverage 


Daily 162,449; 
Sunday 105,300. 
© Audit Dec. 31 ? 


Satis 


The Worcester 


——a ne I y. -rna a new product 

TELEGRAM ano GAZETTE anne ee would be required to meet the require 
WORCESTER, MASSACHUSETTS P ae} that particul Besa tiles 
seaane Lid # : F articular applcatior 
MOLONEY, REGAN & SCHMITT, Inc. ? is the function of the 


é ef gn. to dey elop new prod 


ee sal 
to improve present products 
OwNWenrS OF RADIO STATION WTAG AND WTAG-EM P A 
1aKe It possible for Zefran 
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to be utilized. Once a new product o1 “We want our representatives to buying decisions. 


product improvement has been com talk personally with consumers. That, 
pleted, the development group has 
the responsibility for evaluating the dising the national 
new products before they go out into do do. We believe that by combining As to the futu 

the field, and then to im field i reasonable advertising budget with search group 

work with the new product.” sales promotional efforts throughout ther-than-apparel 

budget for the the chain of distribut * will Stanton points out 

upward ot achieve a better blendi go rt adaverti hold field blankets, carpets 


contact Wi > es. Cc. the propel 


we believe, is economically merchan serve stores. 


advertising we market pla e are the « 


tiate 


‘The advertising 
Zetran launching will be 
i half a million dollars. ing and_ personal ; 

Advertising to the trade, through consumer, similar »( 
Norman. Craig and Kimmel, Inc., is “No amount of heavy advertisin market. ‘‘Actually,” he sa 
appearing in WH omen s W ear Daily can convince the consume! 1¢ iS the more diffi ult. Nore 
Daily News Record, Men's Wear point of demanding a brand. can of a fiber to do a good job 

t } 


Modern Textiles Magazine, Textile stimulate her to ask for a brand, but than in household or indust 


World and American Fabrics, among once she is in the store, many influ ucts. Having a good appa el fibe we 
ences Can be brought to bear on her can make vood household noders 


tie 
cs 


in some respects to tl 


4 


others. Consumer advertising is_ be 
ing scheduled in J//arper’s Bazaar 
Vogue, Mademoiselle and The Ne 
York Times magazine section. 


/ What single \. 
’ sINglE 
/ compact market 


Sales Manager R iddock d rects all buys MORE than 


idvertising for Zefran, approving the 
. 
advertising budget, allocating expendi each of | 


SM Directs All Advertising 


tures between media ind the scope ‘ > cae 
individual campaigns. . 36 entire states V 
4 


ee ee oe oe 


and content of 
He is detern ined to get the maximum 


yut of each advertis ng dolla 

“Advertising,” he says, “is so neces | it's The Cleveland 
sary, but it can be wasted to an ap \ . | 
palling degree. Industry ‘niin Plain Dealer Market, 
loses sight of this fact in launching a 
new product. 

“An important phase of launching 
i new p oduct is to inform the con 
sumer. We will advertise to the con 
sumer but we will also invest to de 
velop close personal relationships with 
retailers as a Way of intorming ever\ 
one in the textile market place. 

“The most important influence so 
far < the consumer is concerned 
omes from retail salespeople. Train 
ng retail sales personnel Is very neces 
sary. We look at it this wav: Every 
garment on the 1 I ina etail store 
is bought by a buyer. A manufa 
turer's salesman talks with the buvei 
and sells her the adv: 
garment or she doesn’t buy it. There 
fore the buyer is responsible for edu 
cating het sales personnel. If we 
accept the responsibility of informing 
gar- 
tir 


Ion 


the buyer on the merits of the 
ment, she will pass on the informa 
to her sales personnel. 
a herefore we believe » iob ot 
educating the consumer is best done 
by starting all the way back with the You can sell it every day 
textile mills that make Zefran fab 
rics, thoroughly selling them, and in the Cleveland 
then going with them to thoroughly 
sell the cutters, going with the cutters, 
in turn, to sell the retail store buyers. PLATIN DEALER, 
When retail store buyers have pu 
chased merchandise of Zefran we send it's a 442 BILLION DOLLAR RETAIL MARKET 


our Dow representative to stores to 


tepresented by Cresmer & W 
help salespeople to sell to the con- pars tay a 


sumer. 


OCTOBER 3, 1958 


WORTH WRITING FOR... al 


1 
} 
ho 
int 


il tood brokers. In add a 


The Super Market Industry 
] e listings ot ofhcers ot eg 


Tent — a ere t > 
| 


stitute ' tn t Nlanufacturet 
lood Distrib Da 

Philadelphia 

Philadelphia Food 


\ oples ot Food 


+} 
ie 


on 
>>) may 
DD. Keller, Na 
Manager, Th 
30th and Ma 

l, Pa 


Baton Rouge, La. 
\ 7, | ¢ +} 

) ill nN 

| 


Oo S 


irea @€! 
, narishe F 
lana parisnes a 


Missis 


trading 


\ 


two 


] 


i4 P(y ( 


348 O00 


urants next year.) ; “do-it 


li 


WI 


tul the needs 


es oppo inities to meet 


today’s motel operators: materials 
up ou;rine 
facilities ( Uh 
3.800 res 


yourself” 


d equipment to speed 
usekeeping ; eating 


lustry intends to build 


iupment tor maintenance ot floors 


imbing lawns, ( 
wallpa 
building 


me- 


throom  fixt 


sound construction ; 


that equires a 
efhicient heat, 
li. 


equipment 


servicing ; 


sewage and _ air-con 


new luxuries and 
business and 
highway 


oduct « 


+ 


new 


hettes 


At 
repeat business ; 
Aln ost 


pure hasing parade. 


any pr an 


1¢ 
ven over to who buy S 


] 


ition expendable 
fant 
ot! Ihe 
1 
Analvs S 


Ame rican 


\ve 


vo0ds Im cons 


j 
ind 


} copy 


rket a Sales 
Anderson, 
5 S. Wabash 


tel 


| Ma 
to Rov 


VWagazine 
1] 


te 


> 
4 


Tote 


Brands in lowa Homes 


} ] 


snowed 


ty. In 


f | 
ourtn 


es 1n sales perto 
ig ot 11.8% 
pendable in 
rently 
Orher dat 


rinciple tow: 


Ss « 


rie 


retail ( 


A: i 
lv n 


Ly 


expansion ind payro 


power, tan 


ing 
t! Copies ot 
Baton 


me 


cons 
Ro 
p obtained National 
\dvertis ng Depa tment, State T1 
Vornin 1 dvocati Li 


t Rou La. 


r¢ 


Econom) 


pe ron 


) 
| romotion 


Chroni 


mes 


»S ‘ 
g >) itave ( 


> 
» Baton oe, 


The Motel Profit Picture 


A sales analysis of the $1,303,469 
market, detailing 
for selling specinc products to 
} , ] 


the mode 


> motel SCVEl 


‘rm motel ma 
big bi 


e to grow 


It defines 


l } I | ! > " 


‘ pnla 
Delaware 


~ now 
continu hye 


and 
he 


travel pre 
th 
the 


] need . 
It explains t forces at 
shaping the market today into 

1960 1970. New 
t reached 


tion 
and 


. 


] 1 1 
wholesalers food wholesalers 
OTe! ta l nad I u yT Ss even 


has now 


3000 


obbers se construc 
ver a yeal 


+ 


Cel Tad 
the P} 


l 
Are 
] ‘ + > 


l 1 icture! 


1d¢ man 


services 1 
ot 


iiladelphia a: goods and 
man are few the 


S 


tors and other appliances. 
to make homemaking easy. 


The importance ot! brand names 
he lowa again 


srand 


market ls 
sixth “Iowa | 
It 


TO! Cl 


hown nN the 


riict 


released. presents 


tabulat 


ions ty-town 
farm population 


wuide te 


Important 


isure accep 
1 
Ine sales trend shown 


tip ciga 
Inventory 
sing 

1958 
uid dete 
69.1% using them 
hing. 
¢ is demonstrated by 
ot 


automobiles, 


now 
lowa’s high stand 
the 


ge percentage families owning 
heir homes, refriget 1 
‘They want 
Fo exam 
that 


washing 


ple, the study shows 


35.80 have an 
machine, while 28.1% 
matic ¢ lothes dryers. ‘The new electri: 
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FOR A RIDE”? 


Don't be misled by so-called “bargain rate” air- 
freight and truck carriers. You may find you're 
paying higher minimum charges and getting 
far less service. Compare these Railway Express 


advantages before you ship with any other carrier. 


HERE ARE DOWN-TO-EARTH FACTS ON RAILWAY EXPRESS SERVICE 


Widest Coverage — Railway Express serves some 23,000 com- 
munities to give you mass distribution—with one company re- 
sponsibility. You can reach every major market in the U.S., and 
with Railway Express International Service—most every major 
market abroad. No more worries about delays and divided re- 


sponsibility in transferring between two or more carriers. 


Special Low Rates—You get door-to-door delivery, at no addi- nl LWw 
tional cost within REA vehicle limits. What’s more, Railway Ap 
Express offers special low commodity rates on ready-to-wear mer- EXPRESS 


chandise, graphic arts materials, hosiery, shoes, drugs, import- I GENCY 


export traffic and many other categories. Call your nearest Railway 


Express Agent. He'll tell you why — Pogo 
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RAILWAY EXPRESS 


Outstanding examples of achievement are always a combination of many talents, skills, 
and natural resources. At Gair, it’s integration that really pays off. Gair's tremendous 
selection of boxboard comes from a million acres of company-owned timber; processed 
in a vast network of board mills and fabricating plants. And Gair's folding 

cartons get their finished touch of functional and graphic beauty 

from expert teams of carton engineers and graphic designers. 

To carry out the final step, Gair's gravure and color printing 

equipment is the most modern in the industry. Quality controls, 

and extensive research and development facilities, maintain and 

establish rigid standards of excellence for every carton. And perhaps 

most important of all, the strategic location of Gair plants assures you 


of dependable, nationwide service. 


: GAIR creative engineering in packaging 


BOXBOARD & FOLDING CARTON DiviSiOn oF CONTINENTAL Cc CAN COMPANY 530 Firth avENUE, NEW YORK 36, N.Y 


How are you going to tenderize 
today's tough buyers? 


Some buyers can, like beef, be tenderized by pounding. 


But with both beef and buyers you get better results 


by proper feeding...and the feed that tenderizes buy- 


ers is information that helps them understand values. 


In this buyers' market (and it's 
really a market of choosey, delib- 
erate buyers, seeking good values) 
some sales managers are going to 
stampede their salesmen into an at- 
titude of pugnacious pounding. 


They'll get some business that way, 
too. But high-pressure selling is 
high-cost selling. And business 
secured that way is wide open to 
competition, especially competition 
that sells by relating its product 
to prospects' interests and needs, 
rather than beating them over the 
head with arguments. 


"Ditch-Digging" Advertising can 
help soften up your prospects 


Since the crux of low-cost selling 
in today's market is helping buyers 
understand the values of your prod- 
uct to them, the obvious starting 
point is to find out what they think 
about the product now. How sure 
are you just which features most 
appeal to most of your prospects, 
and to what extent this changes by 
types of people within different mar- 
kets? 


Isn't it possible that the changing 
scene has brought about viewpoints 
with which you are not completely 
familiar? 


Isn't it possible that vast groups 
of your prospects harbor prejudices 
about your product which, if you 
knew what they were, would define 
the obstacles that are blocking 
sales and dictate greatly improved 
sales and advertising approaches? 


These are the things that must be 
known before you can determine what 
to say and how to say it — before 
you can know what the best forms 
for feeding this tenderizing infor- 
mation might ve (whether booklets, 
magazines, direct mail, radio, 
sales presentations, counter dis- 
plays, or what). 


This agency is equipped to work with 
any Sales Manager who wants to do a 
hard-selling job with dispatch and 
economy. We can get going fast — 
and with the least possible drain 
on y ime. If you'd like todis- 
cuss how Ditch-Digging Advertising 
works to boost sales for any prod- 
uct that's worth its price, just 
let us know where and when. 


THE SCHUYLER HOPPER Co. 


12 East 41st Street, New York 17, N.Y.+ LExington 2-3135 


-“M4DNTCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 
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$2 BILLION WORTH OF NICKELS AND DIMES 


Last year the great consuming public dropped an average of 
$11.77 per capita into vending machines. For their nickels and 
dimes (and their quarters) they received everything from 
aspirins to shoe shines. Families in big city areas, exposed to 
hundreds of automatic merchandisers daily, might find the 
following annual expenditures ridiculously low. But, here’s 
how the average family unit spends in vending machines over 
the course of a year. 
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THE WAY TO THE TOP: might just be through basketball. The two Vickers 
trainees, flanking Les Lane (former All-American) have the stretch on him at the 


moment. But Vickers loves all its players and says they're fine executive material. 


How Many Dribbles 
Make a Company Executive? 


Vickers Petroleum Co. took a long look at firms like 


Caterpillar, Goodyear, Phillips, found those companies 


were getting their best executive talent straight off the 


basketball courts. Today Vickers, which followed suit, has 


a basketful of executive potential on the firm's payroll. 


to Vi kridge, home of 
Petroleum Co., Inc., 

braced himself against 

tared with disbelief. 
Aunt,” he gasped, as 


the personnel, ‘“‘they’re 


Just basketball playe S. 
Or 1¢ *rs, whom Petroleun 
ek calls ““The last of the Kansas 
-pendents,’ has, for several years 
ona basketball kick. The com 
trains its future executives on 
the basketball court, then lets them 
show oft thei owess in the National 
Industrial Basketball League tour 
neys, the big league of amateur bas 
ketball in the U.S. 
Chis off-beat plan began in 1955 


when Vickers’ young and aggressive 


58 


anagement decided to expand its 
marketing division. Being close to its 


ollege days, the management hit upon 


basketball as the most efficient vehicle 


0 attract top college graduates to a 
future executive training program. 
This wasn’t as blue-sky as you 
might think: For Vickers’ manage 
ment had been struck with the success 
of some important companies whose 
employes participate in the National 
Industrial Basketball League. Phillips 
Petroleum, Goodyear Tire & Rubber, 
Caterpillar Tractor had all produced 
good results in developing manage 
ment personnel through their basket 
ball programs. 
And _ basketball 
Johnny-Come-Lately at any of these 
companies. Phillips began a company 


wasn't really a 


THE HUMAN SIDE 


BY HARRY WOODWARD 


basketball team back in 1920 when 
a voung warehouse clerk wanted to 
ontinue his favorite college sport now 
that he was in the business world. 
(He was ang Is, . S. “Boots’ 
\dams now chal tf the board 

Phillips. ) 

loday tive key executives at Phil- 
lips look back on those days of their 
teamwork on the basketball court. 

(Goodyear has had a basketball pro 

m for over 44 years. And Good 

president, FE. 5, ‘Thomas, and 

tive v-p Victor Holt, ¥r.. head 

ist of over 100 former Goodyear 
players who handle responsibilities of 
the company’s industrial empire the 
world over. 

Basketball started for Caterpillar 
n 1937. A decade later the company 
joined with Goodyear to become « har- 
ter members of the N.I1.B.L. 

Says Caterpillar president, H. S. 
Kberhard: “I hope that whoever 
evaluates our basketball program un 
derstands that we are not interested 
winners so much as in developing 
men and their careers. Building ma 
chinery, not basketball teams, is out 
business. But basketball does have a 
place at Caterpillar. It is another 
way through which we develop quali 
teamwork and 
spirit which a company must have to 
be a leader.” 

Eberhard may disclaim an interest 
in winners. But his ‘Cats’ won the 
Olympic Championship in 1952 and 
the World Amateur Championship at 
Rio de Janeiro in ’54! 

Highest placed executive at Cater 
pillar with a company basketball back 
ground is its chairman, L. B. Neu 
miller. And over 60 Caterpillar em 
ployes can boast of their early training 
on the company’s basketball team. 

So Vickers, having weighed the ad- 
vantages of basketball and not found 
them in the least wanting, plunged 
into bigtime amateur basketball. It 
engaged Associated Personnel Techni- 
cians, a professional testing and place- 
ment agency, to evaluate college 
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IRE always remembers . 
the man. This year IRE Y 
honors Charles P. Ginsburg with be 
the Vladimir K. Zworykin Television Prize Award 
As his contributions to the development of video 
magnetic recording which makes possible instan- 


taneous rebroadcasting with sharp, clear pictures. A 


This and all other advances toward i man’s future 


made better by radio A electronics 1s part of a history 
recorded and promulgated by /, \ The Institute of 


Radio Engineers. 


Sales managers know the specifications power of the radio-electronic engineet 
based on his engineering training and education. He cannot always be reached 
’r seen, except through the channels he himself chooses: Proceedings of Th 
IRI The IRE Directory, and, of course their merchandising comple 
ment, The Radio Engineering Show. These are the 3 sides to sell that make 


your firm remembered by engineers 


The Institute of Radio Engineers 


- 
Proceedings of the IRE 
Adv. Dept., 72 West 45 Street, New York 36, New York 
Chicago e Minneapolis e San Francisco e Los Angeles 


® 
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*SAN DIEGO: A BIGGER MARKET 


$67,203,000.00 


ranks 23rd am« ng the nation’s 280 Met: ypolitan County areas 


bigger than 


ATLANTA, GEORGIA . . . $66,078,000 COLUMBUS, OHIO . . . $55,605,000 
SEATTLE, WASHINGTON $60,178,000 LOUISVILLE, KENTUCKY . $52,061,000 


Iv San Diego Union and Evening Tribune 
mbined daily circulation: 202,242! 84.4% readership — unduplicated 
l I 


To sell San Diego to capture this alive and thriving market 


Che San Diego Union » LVENING TRIBUNE 


EE “The Ring 4) of Truth” 
COPLEY NEWSPAPER 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois 
Springfield, Illinois — and Greater Los Angeles. . . Served by the COPLEY Washington 
Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


graduate basketball players, interested 
n employment with Vickers. 
\PT tested all prospective mem- 
the Vickers team with day 
; designed to reveal apti 
training and psycholog 
teristics. Where an appli ant 
yromise the player trainee Was 
and placed in the 
orientation program. 

But Vickers wastes no time explain 
ng that the players are hired to grow 
into important executive posts—not 
become merely aging athletes. It’s the 
athlete’s inborn competitive spirit 
appeals to Vickers’ management. Fu 
thermore Vickers discovered that 
these basketball stars have better than 
average intelligence and vocabulary, 
ire better adjusted and more adapta 


Ons 


ble to everyday business situa 


than the average employe. 


The Players Grow! 


» three-year veterans of Vickers’ 
ve training program have be- 
assume their rightful places 
m’s table of organization. 
One is a sales co-ordinator in the 
Chemicals Division. Another is an 
oil scout for the Exploration Depart 
nt. A third is service station man 
he company’s largest dis 
buto ° 
J. A. Vickers, president of the com 
to say about the pro 
development of future 
company executives on the basketball 
court has been both a fruitful and 
interesting experiment. Since our firn 
is smaller than some other of our 

Ae A competitors, our program 

ht be more beneficial to us than 

program has been to them. 
We're able to watch, as top man 
agement, the development of these 
men more closely than firms of larger 
size can. At the same time advance 
ment of our men is likely to be more 
apid than in a larger company, an 
advantage which attracts top player 
personnel. 

“Size has both advantages and dis- 
advantages in a program of this sort. 
We depend largely upon on-the-job 
training rather than a formal, stylized 
training program because a training 
department wouldn’t be feasible in 
our company. It remains to be seen 
if our rather informal methods of 
training will prove as profitable as 
some of the stringent programs used 
by larger firms.” 

At any rate it all helps explain why 
the Vickers visitor almost flipped 
when he saw a 7’3” accounting clerk 

-with his elbows on top of a five- 
drawer file cabinet—having a chat 
with a little fellow who barely 
reached his eyebrow! @ 


SALES MANAGEMENT 


A FREE SERVICE FOR MEETING AND EXHIBIT PLANNERS 


It's no longer a painful task to find just the right site for your large or small meeting, 


traveling show or special convention. Just write down these facts: 


1. Number of people to attend 

2. Number of days to run 

3. Probable dates 

4. Preferred areas or cities 

5. Hotel and exhibit facilities you require 
All you have to do is to send these facts to Meeting-Site Service (a division of SALES MEETINGS’ 
Research Department). Without charge, a check will be made on the availability of the facilities you 


seek and recommendations will be made. With the list of possible sites, you will receive color brochures 


to help you make a decision. For this free service, simply write: 


MEETING-SITE SERVICE 


Sales Meetings Magazine 
1212 Chestnut Street, Philadelphia 7, Pa. 


Another service: We'll be happy to recommend organizations qualified to assist you 


with any services or products you require in conjunction with your meeting or show. 


Because smart businessmen know that the new, modern Snapak 
by Schell is tops for distinctive appearance, expert craftsman- 
ship, and convenience. One side of this outstanding file case 
has three roomy pockets for correspondence or records. The 
other side is an open compartment for an extra shirt and toilet 
articles or for samples. A full center flap hides this compartment 
if the Snapak is opened during a business call. Also available 
with pockets on both sides. Made of handsome, durable, top 
grain cowhide . . . in a wide choice of colors, styles and sizes. 
Solid leather handles, patented safety lock and reinforced 
corners. 


work 
out of poe 


live out of it.. 


Ask for Snapak at your favorite fine luggage shop or depart- 


SCHELL LEATHER GOODS CO.,INC. 


ment store. Custom-built bags for your entire sales organization 
vedic: also available on request from your Schell dealer. Write us 
for name of your nearest dealer. 
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This Was the Situation at Emerson Electric 


“We were organized as an ordinary sales organiza- 
tion with a sales manager in command,” recalls 
Richard Loynd, then (February, 1956) assistant to 
the vice-president, sales. “Under the sales manager 
were field salesmen who got to see accounts. 

“But it was hit or miss. If the accounts were out of 
town or on vacation, salesmen would see them next 
time. There was no real plan. If they didn’t contact 
the key men, it was just too bad. 

“Our engineering, manufacturing people and our 
president knew little of our accounts. Information 
came to them third-hand. Our customer was viewed 
as a vague sort of guy that we made products for. 


“At that juncture we studied the picture. We 
realized that future growth required a solid organi- 
zation. It was a question of building ourselves and 
entrenching ourselves firmly as part of the cus- 
tomer’s organization, not only in sales but also on the 
manufacturing and engineering level.” 

It was at this point that Emerson Electric Co., 
St. Louis, decided to build a stronger relation with 
distributors, distributors’ customers, and original 
equipment manufacturers. Emerson’s executives were 
determined to become acquainted with their custom- 
ers’ complete operations. This quest for knowledge 
led to a program of Account Penetration. 


Account Penetration: What It Is 


By JACK BERNSTEIN 
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You get 


BETTER 
CIRCULATION 


with The Dallas 
Morning News! 


of Market Dallas 


@ UNAPPROACHED in total! circulation! 
The Dallas News delivers 29,912 MORE families 


than the Times Herald! 


@® UNCHALLENGED in the ABC Retail Trading Zone! 
The News has 16.4% MORE RTZ circulation! 


@ GROWING FASTER in Dallas’ City Zone! 
Since 1950 The News has increased its City Zone 
circulation 32% faster than the Times Herald! 


The News’ larger circulation and 

News readers’ higher incomes are why your 
advertising will sell more in 

The Dallas News! 


THE DALLAS 
MORNING 


and Science Museun 


courtesy Dallas Health 


TEXAS’ GREATEST NEWSPAPER 
CIRCULATION 207,742 families daily, 216,927 Sunday 


(Publisher's Statement, A 


CRESMER & WOODWARD, INC. /Vationa/ Representative 
New York ° Chicago ° Detroit . Atlanta 


The Transparent Man 


Los Angeles ° San Francisco 
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MORE SALES, MORE PLANT: Emerson Electric Co., in 
the first part of October, began construction of this new 


lit 
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staf! men oversaw 
conditioners 


()nce again fie] | 


ridute aware or! 


l Ts 
the latest de elopments. [he Account 
Penetration program was furthered 


} 


by getting into the distributors’ sales 


organization and assisting them in 


sell ng thei: ( etailers 
ind builders. 


lhe best example of su 
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nt Penetration occurred in mid 
when Emerson Electric acquired 


Pryne Co. f Pomona Calif. 


I ovnd asserts. | he Pa ific Coast con 
] 
1¢ 


ern makes Dul 


ling supplies, vent 
, kitchen hoods, bathroom heaters, 
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Customers’ Viewpoint 


Perhaps another reason for Emer- 
son’s success with Account Penetra- 
tion is that Richard Loynd learned 
how to sell the hard way when he 
worked his way through Cornell as a 
salesman. After graduation as an elec- 
trical engineer, he joined the Lincoln 
Electric Co. as engineering assistant 
to the sales vice-president. 

Later he served as sales engineer 
for the company in Cleveland, San 
Francisco and Chicago. Loynd spends 
as little time as possible in the home 
office. He’s out in the field trouble- 
shooting or 
trade meetings. 


attending regional or 


program, of which Account Penetration is a key point, 


made it necessary to erect an additional 100,000 square 
$750,000 factory at Kennett, Mo. Emerson’s vigorous sales feet of space to make 


fans and ventilating equipment. 


Says Loynd: ““Uhe important thing 
was that our customers were familia 
with our business. Our past year’s 
indicated that in the long 
n Emerson would be a fine company 


activity 


to do business with because it was 
fair and progressive. This was some 
could 


evaluate. As for the purchasing de 


thing only top management 
partments and buyers, they were in 
terested in product only.” 

And so, he adds, thanks to Account 
Penetration Emerson was able to ai 
range meetings with top management 
of its distributors and give them “the 
over-all Within one year, 
Emerson-Pryne chalked up a 15% 


se at a time when the building in 


story.” 


dustry as a whole was falling off. 


Another prominent instance of the 
effectiveness of this keystone of Emet 
son Electric’s new sales program was 
the origin of an order placed for 
9 000 motors worth about $290,000. 

The order stemmed from a tele 
phone call made by the chief engineer 
of one of Emerson’s customers to 
Emerson’s chief engineer. “They met 

one of the Account Penetra 
tion visits that Sales set up for 
Emerson executives in the non-sales 
departments. 

Gist of the telephone conversation 
was: “We just can’t get going on a 
new product we're going to introduce 
next year. It’s a model changeover 
job. Your specialty is designing a 
motor to fit a particular application. 
How about coming down and taking 
4 look . 

From then on, says Loynd, it was 
‘just a matter of turning the crank.”’ 
We could have been out in the cold. 
But the customer’s chief engineer felt 
he knew our chief engineer. It was a 
matter of professional camaraderie.” 

Six months later the order was 
signed. Before that Emerson’s sug 
gested motor was tested to see whe 
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Newsweek's accuracy attracts and holds 


the newsweekly audience that’s 
top-drawer In Income and pos 


Sensationalism? Never in 
Newsweek! Our readers prefer 
accuracy ...no shifty half-truths, 
no pat answers, no padding, no 
pandering to prejudice. 


Unnatural Growth? Again, not for 
Newsweek! Growth, yes—but 
the solid, unhurried kind that re- 


Newsweek— The Magazine for Communicative People 
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flects the growth of that group of 
top-drawer business, government 
and professional leaders who re- 
quire Newsweek’s accuracy. 
That’s why Newsweek readers 
make more money and hold better 


positions than the readers of any 
other newsweekly.* 


yi 


| Newsweek 


GENERAL ELECTRIC 


Sells On Sight 


with a taylor-merchant 
visual sales aid 
gtk ly 


the inside stery 


eon 
G-E Lamps 


GENERAL HM) ELECTRIC 


General Electric uses the Taylor- 
Merchant folding stereo viewer 
presentation to tell “The inside 
story on G-E lamps.” GE's presen- 
tation includes a precision stereo 
viewer with high power glass 
lenses and a unique built-in focus- 
ing device. Brilliant stereo trans- 
parencies present the product in 
real life 3-D. All packaged in an 
impressive wallet with a headline 
imprinted on the outside. Find out 
how your product can be visually 
presented. Write for brochure and 
information today! 


the taylor merchant corp, 
48 w. 48" st. n.y.36, n. y. 


A BILLION 
350 MILLION 
MARKET 


Complete coverage 
for only 40c a line 
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AKRON BEACON JOURNAL 
J. $. KNIGHT, Publisher 
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Although most of these trips are 
for business only, sometimes there is 
an opportunity for golf and dining. 
“One of the lighter sides of the AP 
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[In a period when the recession sheared 
sales, profits and dividends from most 
orporations, Emerson enjoved in 
Although 
especially in the appliance and 
have shrunk, the 


St. Louis corporation showed mount 


eases. sales ot ifs cus 
tomers 


distributor business 


ing net sales bec ause it Was able to 
win a greater share of market. 

‘To put new teeth into an old saw: 
“Familiarity This 
has been Emerson Electric’s profitable 
with Account 


breeds business. 


and happy experience 
Penetration. # 
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A NEW SERVICE 


Shown here is just one 

phase of STRAIGHT- 

LINE Advertising. Lo- 

cal prices, down pay- 

ments and terms give , 

the reader what he pra chcntn 
needs to know when he . 

is ready to buy 

cause of our gravure 

printing, we can strip 


in your Pennsylvania 


price data without extra 
mechanical cost. (THIS 
is more fully illustrated 
in the booklet offered 
below — along with oth- 
er localized selling tech- 


) 


niques.) 


ae or cocceesesse® 
vi § ccccccsesseee® 


STRAIGHT-LINE Advertising 


to Sell More 


STRAIGHT-LINE EDITING sets the stage for Let us add any or all of these ‘‘selling 
STRAIGHT-LINE Advertising. Pennsylvania plusses’’ to your advertising: 
Farmer readers depend on “localized” infor- Plus No. 1— Local Field Reports by 
mation in the editorial columns. Twice each our able staff members , 
month, they count on timely and fresh re- Plus No. 2—Local Action Photos 

; : , ; . and Testimonials. 
porting with up-to-date farm know-how ... in 

. . ) ‘ . nr . Plus No. 3— Local Prices, Terms, 

a magazine edited by Pennsylvanians. They’ll Down Payments. 
NO 


} 
Dp 


spark to a “localized” touch in your ads. lus No. 4— Local Sources of 

STRAIGHT-LINE COVERAGE provides the di- lus No. 5<=Local Coupon 

rect channel to an active market. In the Addresses 

Pennsylvania Farmer, your advertising gets Plus No. 6—Production Savings with 
. . . ranure Printing — 27 verave of 

preferred attention in 9 out of 10 Pennsyl- Gravure Printing — an average ol 

50 percent according to leading 

agency execullves. 

ain . ae Ye swania ta s _ F ; 

steady year round. Pennsylvania is a top Plus No, Vax Full-Color Advertising 

third state in farm income. at Great Savings — direct from 

your 4-color art or transparencies. 


vania farm homes. Their income is big and 


Send for this booklet — a full story on a a lt gee ee 
STRAIGHT-LINE Advertising.” Shows FARM 1959 Pennsylvania Farm Show 
how we can help aim your advertising Harrisburg — January 12-16, 1959 
straight to the point of sale — in a prosper- SHOW geaipision pected aay 
ous, profitable, able-to-pay farm market! 


DATE DECEMBER 


PENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 


STRAIGHT-LINE Advertising Service available also in THE OHIO FARMER and MICHIGAN FARMER 
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A Planning Guide for Your First Sales 


What to include: Select from these 15 major subjects 


according to your own industry and company needs: 


Product(s) 


To insure that the salesman knows 
something about what he is 
selling. 


The Receptionist and 
the Prospect's 
Secretary 


To enable him to make them his 
allies rather than barriers. 


Objections 

To familiarize him in advance 
with the principal resistances and 
objections he is apt to encounter 
and how to base a sale on the 
objection. 


Procedures 

To insure that he can fill out the 
order properly; give appropriate 
shipping and billing instructions. 


The Beachhead in the 

Prospect's Organization 
To teach him how to form per- 
sonal friends in the prospect's 
organization and use them as 
sources of leads and information. 


Taking the Prospect's 
Temperature 

To enable the salesman to know 
how at intervals to obtain a meas- 
ure of the prospect's readiness to 
buy—to know when to close. 


Time Management 


To make certain that he uses his 
time effectively. 


The Initial Sales 
Presentation 

To insure that the prospect will 
understand what he is selling and 
accept him personally. 


Making the Close 

To train the salesman how and 
when to ask for the order and the 
use of pressure (polite or naked} 
to force a close. 


Mistakes to Avoid in Setting up 
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ible ar to the nature of the man 
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“oimmicks”’ and 


employed, or the 


termine its value; not its cost, 
elaborateness of the 
‘training tools’’ 
size of the staff required to administer 
it. Third, no training program which 
primarily emphasizes “telling and 
showing” (the lecture type or one 


whi h stresses observation ez... work 


il salesmen in the 
exclusion of “doing” 
actually makes 


presentations to prospects under the 


trainee 


supervision of a trainer or manage! 
followed immediately by a ‘‘curb con 
ference’ to review what he has done) 
will be productive. Salesmanship skills 
an never be learned completely from 

book oO! 
be acquired only by practice 


in a schoolroom; they can 
in front 
ota prospec - 

Many sales training programs ar 
failures to a greater o1 lesset degree 
management has 


because company 


predicated them upon one or more 


of the following false assumptions: 


1. That training alone will mak. 
an otherwise unqualified man into a 
successful salesman. No training, no 
matter how excellent, will make a 
silk purse out of a sow’s ear. While 
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Training Program 


By ROBERT N. McMURRY 
McMurry, Hamstra & Co. 


Prospects 


To help him to locate and qualify 
promising buyers. 


Demonstrations 


To make sure that they appear 
to be smooth and effortless and 
that they have maximum impact 
upon the prospect. 


Credits and Collections 


To insure that the salesman can 
handle all auxiliary chores effec- 
tively. 


ind selec tion 


7@ salesman, 
yn straight com 
ling hunger for 
training for its own sake. Quite the 
ontrary, he is frequently well satis 
fied with his skills as they 
ing demands eftort; this is 1 
Hence, much tr: 


not offered. 


tant to give. 


ust be imposed 


That because 
: in Ssdies Work he 
L's hou to sell. It 


despite his “experience 


necessaruy 
possible 
he has 
rudiments of 
instances, he has 


nite 
iS quite 


never learned even the 
selling. In other 
learned, but all of the wrong meth 
ods. Hence, regardless of his back 
ground, he must be given training. 
4. That most salesmen can learn 
from their own experience and un- 
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The Cold Canvass 


To teach him how to get in; what 
to say and how to handle himself 
when making a cold canvass. 


Taking the Prospect's 
Measure 

To insure that salesmen know how 
to determine prospects’ needs, 
motives and prejudices and how 
to use them in sales presentation. 


The Post-Sale 

Follow Through 

To teach him to maintain con- 
tinuing cordial customer rela- 
tions. 


aide d di Ve lop fully é fF Cl1VeE an 
that all they need 1 


little product training and a price li 


their own use, 
On the contrary, a high proportion 
of the men in sales work are neithe1 
analytical nor especially creative. Fur 
thermore, they are often of limited 
perspe tive. They are loyal, conscien 
and hard working, but 
1 a structure in which to fu 
lan to follow. Without g ul 
will fumble and stumble and 
the same mistakes again and 
They rarely learn from e 
Hence, 


veloped for them and given to them. 


lence. a plan must be 


[his is why training is so necessary 


5. That training is a staff function. 
While some parts of a training pro 
gram, e.g., inside training, may be 
handled by staff men, the basic re 
sponsibility for training is a dine func 
tion. There are two reasons for this: 
(1) training is an integral part of 
sales administration, and (2) if it is 
not a line responsibility it gives every 


alibi: ‘““M 


+ nit 
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men have 
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imerous pitfalls to t 
ind administration of a 
training program. An inadequate | 
may not be recognized as su 
ause Management is not aware 
extent of the potential cont! 
ota rood one. ‘| he men will not 
plain because most of them wil 


know wl 


lat a vood program 

can do. In addition, as already indi 
cated, many are satisfied with thei: 
skills as they are. Finally, sales then 
selves may be satisfactory in spite of 
the fact that the salesmen lack skill at 
their trade (there may be an unusual 
demand for the product, it may have 
unusual 
Hence, it is 
many 


a monopoly or some othe 
condition may prevail ) 
not surprising that manage 
ments lack awareness that a well 
designed and 
program will be of value to them. 
In sum, however, it is the typical 


salesman who, in spite of his indifte: 


administered 


training 


ence to it, most acutely needs the help 
a training program can give him. 
Without it, all too often, he thrashes 
ind flounders, experiences depressions 
(decides he was not born to sell 
obtains little return for the effort he 
expends, loses sales unnecessarily and 
ultimately loses his self-confidence 
(becomes another Willy Loman) ; in 
a large measure because he has neve 
learned the skills of his trade. 
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SALES LEADERSHIP PANEL 


When You Hire a Salesman... 


or someone on your sales staff, do you: 


Panelists’ Responses 


Meet the salesman's wife before hiring him? 


2/°% 


Do not attempt to meet the wife 


21 


Believe it desirable to meet a prospective employe's wife 
but it is not our company wide policy to do so 


38 


Insist that prospective employe bring his wife 
to job interview 


2 


Would be happy to meet prospective employe's wife, but would 
not press her husband to bring her to interview 


33 


(Responses add to more than 100%. Panelists checked one or more answers. Number of Sales Manage 


ment Sales Leadership Panelists answering these qustions: 330) 


Has the Wife Business Gone too Far? 


Why Missing Envelope? 


“For shame!” declared one 
Sales Management Sales Lead 
ership Panelist who failed to 


find the customary postage paid, 
addressed return envelope with 
his latest Leadership question 
naire. 

Another Panelist praised Sales 
Management for saving postage 
in view of the one cent increase, 
asked us to tell him in confi 
dence how response was affected. 

But, in a way, we're glad the 
mailing house slipped up. You 
provided your own envelopes 
and postage. Result: Highest re- 
turn in the history of the Panel! 
A whopping 35.3%. 


prospe t i 
irl inged 


pres dent, Ch 


Manag Jim McKillip 
e sal Hoist - Ceda 


| 1 ’ 
| Salesman s 


nply checks, ‘‘me 
hiring the husband.” 
J Litzinger, vice-president 
lin Plastics, Inc., Franklin, Pa 
ild be happy t 
tive employe’s wite 
ress her husband 
ie interv ew.” 
When we asked Litzingei 
more personal question, “if you you 


self were bro ight in from the outsid 


‘ 
ir present job, before you were 
was your wife ‘interviewed’ o 


2 


1 up His answer: an emphatic 
no! 

Chis question was no problem fo 
onsistent Panelist Walter E. Blake 
sales manager, Stewart-Warner Corp. 
Lebanon, Ind. Says he, “I was known 
by executives before I assumed my 
present position. I was not inter- 
viewed before I was hired for my 
original position.” (continued) 
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MORE PROOF 
THAT THE TRIB MOVES 
THE BIG WHEEL FAMILIES!... 


he new Herald Tribune Home Study on Long Island shows that 63 
have incomes in excess of $7000 a veat almost 30 exceed $10,000 
and over 10°; are in the $15,000-plus bracket! These are the quality 


te NEW YORK 
families that buy quantity ...the families with more wants . 


more able and willing to buy. They’re the big reason why the TRIB gives Herald Trib une 


you more results per advertising dollar! Get all the details . 
get the top of the New York Market get in the TRIB! TODAY'S VITAL NE ~— PER 


@: 30 West 41st Street, New 
foun’ 1ropean Ed 


lition of the Herald Tribune is published da n Par 
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lool ip betore they were hired by a new my wife to his ofhce along with me. 
this question employer. So report 82% of the 53% voted to have “my new boss 
way. “I was Panelists. “he other 18% obviously nvite my wife and me to lunch.” 
do not want to have any part of a ay “my prospective — boss 
\Ir. and Mrs. interview. A few, like hould invite us to his home to meet 
toward I. ‘I’. White, sales manager, “Grad his wife. 
r about an employe’s ill,’ ‘The Warner & Swasey Co 30 would preter to “invite my 
Cleveland, are bachelors prospective boss to my home before | 
But self-confident sales executives accept his job ofter. 
ippear to be just a little more dubious }. P. Fraser, sales manager, R. N 
ibout their wives’ feeling. When we Nason Co., San Francisco, favors 
asked Panelists, ‘Do you think you having his wife accompany him to the 
wite would believe it to be the right job interview. 
thing for your prospective employe: (jeorge R. Kastner, sales manage: 
to ask you to do [you to let the em (Ambrosia Brewing Co., Chicago, sug 
ployer meet her] ?” the answers were gests any prospective new boss invite 
Yes” 76% and “No” 24%. him and his wife to lunch. 
Panelist Harry A. ‘Torson, vice H. H. White, vice president, Stand 
sales, Dodge Manufactu ird Steel Works, North Kansas City 
Mishawaka, Ind., report \lo., would prefer that any prospec 
> happy to have his wife tive employe ‘invite us to his home 
he believes his wife uld to meet his wife, too.” 
o. k., too. So does N. A. Triy \. F. Woods, sales manager, Mar 
general sales manager, The ‘Trip low Pumps Division, Bell & Gossett 
lectrical Instrument Co., Bluft Co., Midland Park, N. J., would like 


nvite my prospective boss to my 


. looking ove home before | accept his job ofte 
itives have definite Does Panelist R. ]. Litzinger, vice 


-rences how they would like the president Franklin Plastics, Inc. 


‘ctive employers to do it sum up an unspoken viewpoint ? 


#t the Panelists said ‘“‘let \ “T think the idea of wives, like 
| Hannel ts, is overestimated!” @ 


immediate s perio su 


Drawing by Richard Decker, © 1958 The New Yorker Magazine, Inc 


“Let’s face up to it, men. The time has come when we've got to start knocking our competitors.” 
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’s for Ingenious—a quality that 
Is a feather indeed in the boxmaker’s hat— 
kor if he is clever, his cartons will show it 


And the sales-minded user will happily know it. 


is for Gardner whose cartons excel 
In clever design and construction as well, 


And whatever’s the product they’re made for, just bet 


That they'll pop its appeal to the highest point yet. 


Persua sive Pac kagi 


GARONER 


DIAMOND GARDNER CORPORATION 


THE GARONER DIVISION 4 iamond ¢ DRY CARTONS + CARRIERS + BOXBOARDS 
; , PARAFFIN CARTONS + RETAIL CARTONS 
MIDDLETOWN, OHIO SRS 
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faster 


.. more industrial sales 


Top management wants to move more industrial goods at 
a profit. 
What’s the answer? 


more industrial sales. 


Better marketing. A faster way to close 


That is why so many purely industrial companies are turning 
to a proved mass selling technique, to help their salesmen 
move more goods within industry . . . improved two-wa) 
communication, op 


Communication from @ your market—finding out what indus- 
try wants— where the most promising markets are—what advan- 
tages motivate the buyer. 


Communication fo your market—helping to raise the pro- 
ductivity of the salesforce . . . make multiple sales contacts 
among industry’s complicated group buying patterns . . . make 
selling more profitable. 


The answers to many of marketing’s questions are already 
available. You'll find practical, helpful information in 
FOUNDRY ’s “Foundry Industry Marketing Guide’; STEEL 
magazine’s new book ‘‘Metalworking Markets in the U.S.” 
MACHINE DESIGN’s *“‘Geographical Analysis of the Original 
Equipment Market’; AUTOMATION’s “Confidential File”’; 
N.E.D.’s ““How to Get Industrial Buying Action”. 


Better readership in the right places will give you improved 
communication fo your market. Penton’s selective industrial 
publications have won an important place on the marketing 
teams of many leading companies for just this reason. They 
deliver the top readership of the most important buying teams 
in their markets. 


The Penton representative who calls on you is your partner in 
marketing. He can show you effective, proved ways of strength- 
ening your market communications—to help achieve top man- 
agement’s goal . . . moving more goods within industry, at 
a better profit. 


the | PENTON @ 


publishing company 


cleveland 13, ohio 
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HUGE UNITED AIRLIFT 
HELPS J. 1. CASE COMPANY STAGE 
UNIQUE SALES MEETING FOR DEALERS 


Rl ban r 


uNITED 


laa 


4200 J.1. Case dealers, suests—and tons of tractors 
flown to mammoth Phoenix session by United Air Lines 


The largest domestic airlift ever operated for a 
U.S. corporation ended recently when a char 
tered United Air Lines DC-7 took off from Phoe 
nix, Arizona, with the last of almost 4200 Dealers 
who had attended the preview of the 1960 Case 
O- Matic line of the J. I. Case Company 

7 weeks United had 
flown dealers from all over the United States to 


Over a period of 


Phoenix for three-day previewing sessions. One 
hundred United Air Lines Mainliners and two 
United DC-6A Cargoliners participated 


Why United? 
Once the meeting site had been selected by the 
Case people, they looked for a carrier with 
proved experience and flexibility in providing 
made-to-order group travel an airline capa 


ble of bringing more than 4200 guests, plus two 


plane loads of tractors, to Phoenix from all parts 
of the country —and getting them there on time 

United alone could promise such a de 
gree of co-ordination. The airborne operation 


ran like clockwork 


$160,000,000 for J. I. Case 

The results of this spectacular sales meeting 
far exceeded the Case Company’s expecta 
tions. Dealer acceptance of the preview and the 
new Case-O-Matic line wrote up more than 
$160,000,000 in the Case order book—and they 
recommend it to other companies with wide 
spread manufacturing and sales organizations 
For further information, call the nearest United 
sales office or write to Harry Horst, manager of 
incentive and special sales, Dept. CT, United Air 
Lines, 36 S. Wabash Ave., Chicago 3, Illinois 
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Tools for Selling: 


IT’S NOT CINEMASCOPE, but this method of showing industrial films to cus- 
tomers has proved a powerful sales tool to Gardner-Denver, producer of heavy 
equipment. Twelve domestic G-D sales offices are now equipped with projectors 
and a well-stocked film library. And other offices currently are being equipped. 


These Films May Not Win Oscars 
But They Bring Gardner-Denver Sales 


i Gardnet 
Denver photographer was in Knox 


, 
ville, Tenn., on a routine 


A few vears 


shooting 
issignment. In his photo case was an 
inexpensively produced black-and 
white movie with some action scenes 
of the ‘““Twindril,’ a new develop 
ment for drillin 


speedier Y on Ccon- 


Struction 


projects. 

The photographer found himself in 
the company of several contractors 
and decided to show them the film. 
When it was ove! 
tendent approached him. 

“Can I see that again?” he asked. 

‘The photographer ran the film once 


more. 


, a pipeline superin 


“How much do those drills cost 2” 
the pipeliner asked. 

The photographer dug a catalog 
out of his case and furnished the 
answer. 

‘How soon can I get six of them?” 
was the pipeliner’s next question. The 
photographer had made his first sale. 
And Gardner-Denver Co., Quincy, 
Ill., had found a new method of sell- 
ing heavy equipment for mining, 
petroleum, construction and general 
industry. 

You can’t persuade a prospect in 
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New Jersey to take a look at a spe 
cially designed rig operating in Utah. 

he can see it with the industrial 
film. 

Following the Knoxville incident, 
(-D management considered the eco- 
nomics of setting up ‘‘sales-film 
h of 


fices throughout the world. s| est areas 


libraries” in their various branx 
were set up in the company’s branch 
ofhces in Cleveland, O., and Seattle, 
Wash. Six-month reports showed fa 
vorable results. The photographic de 
partment was given the green light. 

Of G-D’s 40 domestic sales offices, 
12 are now equipped with projectors 
and sales libraries. (There are also 
three in Canada and one in Switze1 
land which are film-equipped.) Pro- 
jectors are being supplied to othe 
offices as rapidly as films are com- 
pleted. 

The projectors used by the sales- 
men are simple to operate. They weigh 
less than 25 lbs. and require 10x12x15 
inches of space. They can be com- 
pletely set up in three minutes. 

Each projector is completely self- 
contained with a sound system, extra 
reels, extension cord and a miniature 
screen that can be mounted on the 


a few feet from the 
projector itself. This allows for a 
table-top-theater presentation to the 
usual audience of two or three people. 


projector case 


Larger audiences of 30 or more can 
be accommodated by projecting 
against an office wall. 

Ten films have been completed and 
are in use, and three more are in the 
process of being completed. George 
Gutekunst, vice-president in charge of 
sales, says the films “have been espe- 
cially useful in our Special Applica- 
tions Division.” 

In this division, G-D engineers, 
collaborating with customer  engi- 
neers, design special air tool fixtures 
to solve the customer’s particular 
problem. 

A ten-minute film costing $700 
was made of one such installation. 
The film was distributed to the re- 
gional film libraries and in four 
months helped sell equipment costing 
over $85,000 to eight different manu- 
facturers. 

The salesman who closed these deals 
gives a large part of the credit to the 
film. If the film were human, he’d 
probably split his commission. He 
says: “It would have been impossible 


77 


Ready for 


off the shelf 
delivery... 


The widest range 
of plastic jars and vials 
available anywhere... 


Polystyrene, acetate, butyrate and 
polyethylene jars and vials for every 
conceivable packaging need. 

All Clearsite vials and jars are 
shatter-proof, moisture-tight, dust- 
free, chemically inert. All are easy 
to label or multi-color print. Tell us 
what you package and we will send 
interesting free samples and descrip- 
tive literature. Write Dept. B. 


CELLUPLASTIC 


CORPORATION 


Sales Office: 
NEWARK 5,N. J. 


SRR eR HC 


1000 IDEAS 
onLy $10 


Successful ideas from 
successful companies on 
SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each a year, you are se 


fital 


p at ise 
$10 you send! 


BRIEFED 
400 Madison Ave., (Dept. S) N.Y. 17 


or e 


for me to describe the equipment, and 
the operation, as well as the movie 
did. ‘hese people we sell to are ther 
to buy what will best satisfy the 
needs. hey want to see what they're 
getting.” 
he films (all 16mm, in color, and 
with sound track) are kept brief. 
None runs over 15 minutes. Average 
running time is ten minutes but one 
is as brief as five minutes. Clarence 
Einhaus, G-D photographic chief, be 
lieves the brevity of his films offers 
the buyer a far better deal than spend 
ing two davs in a dry, hot. field 
ching demonstrations. 
Just how is the sales film pre 
sented ? Here’s one field man’s method 
operation : 
“Let's say I know of a potential 
istomer. I’ve heard he’s in the maz 
I may decide to ask him out to 
At lunch we'll discuss his busi 
ness in general for some time and 
then gradually switch to his produ 
tion problems and the product In 
which I hope he will be interested. 
Does he have 15 minute spare 


+r lunch? 


Offer Solutions 
“Well us ially he does. And I have 


1e film and projector in the back of 
I car. At his office | *t up 
show the film. If we don’t have a filn 


which exactly answers his problen 


+} 


we show one demonstrates ou! 
ibility to solve a similar one. 

‘“\Iany times, a potential customer 
sees possib lities tor other applic ifions 
t being shown 
+} 


of the particular produc 


These tellows we de Ww 
Pt 


aon t 


1 iren 


new ide 1 
* they 


ne equ pment 
+} 


1¢ salesman to 


unswer questions and explain the tech 
nical side of what is shown on the 
creen. Nor i ‘re any engineering 
information presented in the film’s 
ialogue. 

When a new product is introduced 
or an interesting special application is 
designed and installed for a manufa 
turer, Gardner-Denver may ask pet 
mission to film the operation. When 

request 1s approved, a company 
photo crew can shoot the raw material 
quickly. The exposed film is processed 
and then delivered to G-D’s produc 
tion unit—a fully equipped and mod 
ern photo facility. ‘There, a story is 
prepared, the film edited and a script 
s written and recorded. Prints are 
made by a commercial film laboratory. 

Since the sales film libraries were 


initiated, Kinhaus and his men have 
been producing enough films to have 
the system down to a routine. Crews 
ire constantly returning from = such 
on-location sites as dams, mines, 
bridges, tunnels, factories, pipelines 
ind oilfields. 
The films deal only with subject 
of interest to potential cus 
tomers. Unpretent ous titles such as 
“Time Saving Air ‘Tools,’ ‘‘Hand 
Held Drills,’ and “An Automat 
Nutsetter’” wouldn't draw much ot 
i crowd at the local RKO, but they 
iftord the salesman an adequate 
ary index trom which to choos 
* proper film to show his custome: 
Equipping branch ofhces with th 
has helped Gard 
all eftec 


salesn in 


film libraries 
ner-Denvet 


tr 


eftorts. 
‘Though all representath\ 


eness | 


lave ample engineering background to 
nderstand customer's problen s, the 
verse line ot G-D product could 
ve the tenden y to make Cal h sales 
\lanagement Says 


the film technique helps broaden the 


i spe ialist. 


‘ : 
salesman’s field otf reference. 


Recently a salesman showed one o 
his films to a plant manager who was 
looking for equipment to initiate a 
new production technique. Not only 
did he purchase the equipment shown 
in that film, he asked t ‘e other 

OVICeCS, 

Loading up from his film library 
the salesman showed the custome 
films dealing with other products 
‘Things moved fast. Later, back in | 
ofhee, the salesman filled out the orde 
blanks for the original drills, plus one 
ror a stationary air compre r, three 
all hoists and sever: mz I tools. 

The most recent addition to the 
sales film library shows how a majo 
manufacturer of bits 1 rock 
ealized a substantial savings 
ing G-D engineers develop a m: 
hat pertormed tour time-consu! 
operations in one rapid step. 

p oduction costs: S800. At this 
ng, machine sales in which the filn 
was used as a sales aid total $28,000. 

G-D has learned how to make 
nonev through movies. And without 


selling popcorn. 


~~, 


wen WHO READ 
gusiINESSPAPERS 
MEAN BUSINESS 


wD 
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1} “Jo one ever laughs 
‘LW when ACB sits 
down at the piano 


The perfect accompanist for the 
star performer in Sales and Advertising 


Sure! 


You can operate a sales or advertising department 
without ACB Brand-&-Retailer Reports. 


But with these Reports you can do a better job 
... better sales volume... lowered sales cost... 
less ‘““wheeling and dealing” with your retail outlets 
and your field sales force. 


These ACB Reports capture, tabulate and deliver 
every advertisement appearing in daily or Sunday 
newspapers in which a retailer mentions or features 
your brand, or, brands competing with your own. 


You know exactly which of the 1,393 
major city markets is dragging its feet or 
making good progress. You know how each 
retail merchant in any given town helps or 
hinders your brand with his advertising. 
And the information doubles in value as your sales- 
man receives a duplicate of the ACB Report cover- 
ing his own territory. 
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With these Reports, advertising can be integrated 
closely with sales. The curtain of distance that 
blocks your view of retail activity is lifted. You can 
keep currently informed of the changing schedules 
and advertising copy of your competitors at the 
retail market level. 


More than 1,100 star performers in sales and 
advertising use ACB Reports. Full information 
without obligation by contacting office nearest you. 

ACB’s 48-page catalog describing its 
14 Services sent free on request. 


Jie ADVERTISING 
CHECKING BUREAU, iwc. 


New York (16) 79 Madison Ave. © Chicago (3) 18 S, Michigan Ave. 
- Columbys (15) 20 South Third St. © Memphis (3) 161 Jefferson Ave. 
San Francisco (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 
i. c . oe a 
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Dartnell Presents 
Monty Woolley and Geraldine Brooks in 


SO WMD 
TONAL) 
HOWRS By JANET GIBBS 


New Color Movie for Sales Meetings : : 
Sales Promotion and 
Direct Mail Counsel 


In selling, only those hours 
spent face to face with cus kA 
tomers are solid gold. To close + 2 

move burns ond win or Tracking Delinquents 
new customers, a salesman 
must increase his share of 
solid gold hours. This half 
hour sound movie shows how sumer redl W ith business feel ng the pine h otat 
to do it. Featuring two well- 
known stars and full color 
photography it is sure to high 
light your next sales meeting 
Suits any line of business. 


Write for Rental or Purchase Details 


} } 
on the move as never before, with 


‘nts has becon € a serious problem. 


pers lade 


HEADQUARTERS pay through the use of collection “form” 
DARTNELL FOR SALES 
lle ing the monies d 1¢ 18 hold ng 


TRAINING FILMS most as important as colle 


and this calls for carefully planned letters. 


nto these letters as into any 


1801 Leland Ave. . Chicago 40, Ill. 


say your 
touch with 
pay off in colle 


Heap big make a torce point painlessly. 
packaging ce lore TT 
et t e lOO it I nes trier persuaders. hey are 


medicine i good example of how creative talent can be applied to collection let- 


> aimed directly at consumer-subscribers, a simila 


ique will work equally well for business firms. 


» 1 \ “ct } ne > , re } > 

Chief Red-E-Stik has spoken. And his brave nany colle 1on billing ) efforts as are profitable to 
, . rpath to helo you n the fight for 1 . 

n the warpath to - _— at te > point w here the last eHort eq tals the ¢ f getting a new s ib 

labeling. These self-ad ption. \t 


to t ts. save t 


th 0 ind nk of how much it costs you 
e+ i | 
at tWwo- and three-week 


dire t mail ideas. 


handwriting printed th 


on ne 


uur payment. I think I may 


eve rR ReEADY 
CREATIVE PRINTED SPECIALTIES 
10-L East 49th Street, N. Y. C. 17 
Plaza |-3040 
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\nothe: Is written in block torm to set it apart trom ordinary 
letters. It begins ‘“This letter is written in a new block form called 
square span.’ And still another one of Look’s unique collection letters 


ises a brick wall design. 


Copy reads... “Building a good 
credit rating is like building a 


LOOK brick wall oe « but one Missing 


ear Print brick an weaken 
otherwise « y consti! 


wall.” 


For better public relations by mail check these points: 
do you handle complaints or requests? Don’t argue. Properly 
1 they can convert the complainant into an exceptional 
more business. 


do you take to answer an inquiry? Answer the same 
especially on complaints, for after a wait of four 


on plaints compound themselves. 


fre your / easily recognizable as replies? 
} 


Consider using 
a ib 
“INIPORTANT: This is in answer to your letter of Raa 

ise a very brief ‘You asked for this...” on the envelope 


or as an opener to a short covering letter. ) 


Ilow do you handle fill-ins on form letters? Use a contrasting 


color instead of trying to fool people with a poor fill-in. 


Is yo etter copy good enough? Let a professional write your 


form letters. (Look regularly checks correspondence with its 


prom l writers. ) 


ls the appearance of your form letter up to standard? Check the 


quality of printing and typing periodically. 


More important than the cost of letters is your investment in good 


will. One bad experience can upset years of building customer 


ber stamp or label on the envelope reading something like 


WANT MORE 
CHEST TO CHEST 
SELLING TIME? 


HOW ? 
Use DMCP Associates 


WHY ? 
Because they can show you a Direct 
Mail Program and prove its sales 
increasing power. 


WHO 
is DMCP? It’s a Direct-Mail Organ- 
ization with offices from coast to 
coast. It has a home oitice specializ- 
ing in Direct Mail Research Crea- 
tion. Clients receive combined ef- 
fort with local service. 


EXPENSIVE ? 
Most certainly not! Many complete 
Direct Mail Programs have been 
produced for less than $1500.00 per 
year — and successfully. 


SEND 
for full information in rapid reading 
illustrated books. 


Modern Direct Mail — Tells how to 
test Direct Mail on a modest budget. 


Impact Letters — Tells how to use a 
program of personally typed letters 
and how effective they are. 


First Aid to Sales — Illustrates and 
explains nine different letters. Shows 
cost of each and gives work sheet 
for working out a budget. 


WRITE 


ASSOCIATES 


1814 JEFFERSON AVE. 
TOLEDO, CHIO 


loyalty. And you'll feel it where it hurts most 


OCTOBER 


3. 


1958 


in your pocketbook. 


Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They’re loose-leaf, lie flat, 

open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy, 
Ideal for Cata- 


log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder. 
Insert a new Acco 
Fastener and the 
Folder is ready for 


another year's filing. 


ACCOBIND folders 
PING-PRONG binders 
ACCOPRESS binders 


{for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 
ACCO PRODUCTS 
A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 


Sales Promotion 
Idea File 


Process Adds New Dimension 


Building 


purchase material Ol 


animation into point-of 


direct mail is 
bevond the budgets of many adver- 
tisers. Did you know, however, that 
there’s a process Tor putting motion 


into a flat surface — the motion pro- 
? 


vided by the action of the viewer: 
Have vou ever noticed a window 
sign where a girl smiled 
and winked as you passed by? It was 
motion that animated the girl’s 
| 


he use of striated, 


alternately 


your 
face, since t lami- 
nated plastic sheets permitted you to 
see a different image as your angle of 
vision changed. 

This patented process called Va 
Vue, has been applied to many sales 
materials, with excellent 
One cereal 
an animated cartoon picture onto the 
side ot its box, sold 18,000,000 of the 
boxes. kept the ball rolling by offering 
other ~ 


with box 


promotion 


results. company tipped 


“wiggle pictures’ as a premium 


The company 
makes Vari-Vue offers a stock 


“‘utout of a woman § Tace, alter 


tops. 
tour 
olor 

" 
nately smiling and w nking, for tip 
ping onto your own posters, strean 
ers, counter cards, car cards, etc. In 


nin shed torm, including laminations, 
the process 1s only .050 inch thick, so 
it can be tipped onto any paper, card- 
plastic or other Size 


the smallest package 


board, surtace. 
an range trom 
enclosed premium of a baseball playet 
whacking a ball to 8” x 10”. 
Drawings or photographs in 
numbet ot colors can be used 
this process. Price is reasonable when 
quantities are in the thousands. <A 
recent development by the company 
move 


Think 


application in sales training, 


permits showing up to eight 
ments on the one flat surface. 
of the 
in packaging (perhaps showing how a 
cosmetic is applied), at point-of-pur- 
chase. Other uses of this unique proc- 
ess are direct mail tip-ons, buttons for 
clerks, text books, 


calling cards, change trays, calendars, 


sales insert ads, 


post al ds. 


By LARRY SCHWARTZ 
President 
Wexton Advertising Agency 


For samples of the Vari-Vue proc 
ess and further intormation, write 
\NIrs. Kav Anderson. Pictorial Pro 
ductions, In 60 Kingsbridge Roa 


East, Mt. Vernon, N. Y. 


New Use For Color Slides 


The Office has 


postcards can be die cu 
slide can be afhxed over 


the ree pient holds the 


Post 
i colo 
die cut, 
so that when 
ne sees yout 
ion, new offices 
in full color. 

‘Texas company 1s equipped 

| 


postcards, Col 


such 


your and cellophane 


message 
protected, tipped-on slide, at very low 
cost. For sample and prices, write to 


Harvey Meston, 3801 N. Piedras St. 
FE] Paso, Texas. 


Simple Way to Get Orders 
A toy jobber 


vised one of the cleverest, 


in Baltimore has de 


} 
simplest 


de ices | have ever seen tor communi 


cating with accounts and getting an 
order. On one side of an 81%” x 11” 
sheet it has printed its letterhead and 
the headings, “Quantity Desired in 
“Stock Number,” “Packing,” 
“Description,” and ‘Suggested List.” 
At the bottom of the sheet is printed 
“Fill in for Immediate Delivery,’ 
the words, “Ship and Bill Above to’ 

. with space provided for the name 


Piec es,” 


ind address of the store buyer. 
On the the sheet it 
} 


has printed a mailing out postal per 
g 


other side of 
mit number, with space for filling in 
the name of the recipient, and a busi 
ness reply permit form with its own 
name and address. 

works as follows. Jobbe: 
keeps a supply of these forms on hand 
at all times. 
he wants to 


oystem 


New items come in and 
inform all of his ac 
counts. He simply mimeographs the 
information on the side of the sheet 
with the headings, name and 


address of the buyer on the mail-out 


types 
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+} ] fo} 
ie other side, tolds 


staples and mails. 
signs his name at 
that business reply 
ind mails back 
the 


jobber has upped 


tar 
S es 
ipi 


1 ¢ 


easy fo! 


is simple forn 
‘d like to see 
Leonard Brown 
Products Com 


5s Fi ice, Balti 


Traffic Builder 
The 


Same fn provides oO! 
| Irposes supplies 


for Christmastime 


( 
plete with pin tor 
too early to order. 
( Orchids of 


I th \ve., New 


on pen ls 
lhe 


has de 


witn youl name. 
(range Mass.., 
extra-wide mec hank al 
tor your 

IS extra 

tO reprodu e 
a sample im- 
nessage send one 


Strobel at the 


How to Get Greater Dollar 
Return on Your Mailings 


t othe 
1, t 


1advert 


) illow 
IS@1 
yours. 
The 


Lexing 


1 combined on 


s Newslette 
New ¥ 


ler blank. 
S06 
sent 


} 


which 


vering note, and 


n-one order form. 
) ' 
re Brookmire 


estment Repo 


re subscriptions 
The Reporter 
lus Swiss Col 

Portable 


Business 


this 
write to Exec- 
S06 

N. Y. 


sample of 


Newsletter, Lexington 


New York 21 


New in Outdoor Advertising 


Combine a 
‘ 
transiucent s« 


outdoor 
3000 


weatherproof 
een, a Genarco 
watt automatic slide projector, an all- 
weather housing for the projector, a 
good location, and you’ve got your- 
excellent for showing 


self an setup 
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STRONGER! 


New Reinforcement with 
Du Pont Mylar 


pull- 
you 


thinner. too! There’s no‘ 


ring 
use sheets reinforced with extra-tough 
Du Pont ‘“‘Mylar’’* polyester film. Thinness 
of ““Mylar’’ means ease of machine repro- 


Stronger. . 


out”? problem at holes when 


duction . more sheets in a binder. 

Cut replacement costs with the dozens 
of new stationery items now being made of 
“Mylar’’. ‘““Mylar’’ when order 
ing stationery items from your supplier. 
For demonstration sheet, write: The 
Du Pont Co., Room VI, Film Depart- 
ment, Wilmington 98, Delaware. 


Spec ify 


Du Pont nufactures the 


DuP 


DU PONT 


MYLAR 


POLYESTER FILM 


Rip-Proof Sheets and Indexes 
Reinforced with Mylar* 


Ask for AICO Rip-Proof Sheets and Indexes — 
they’re reinforced with MYLAR*! Stronger 
than other reinforcing, less bulky . . . and costs 
less! 

AICO Sheets have 1/1000” thin reinforced edges 
—they stack evenly for trouble-free automatic 
feeding on all stencil, gelatin, spirit and offset 
duplicating and printing equipment. In bond, 
mimeo and duplicator finishes or special paper 
to meet your needs. 

AICO Indexes in all stock sizes or made to order. 
In a wide variety of index tabs and colors. 
Available at your stationer ... or write the 
G. J. Aigner Company, 426 S. Clinton Street, 
Chicago 7, Illinois. 


AICO Rip-Proof reinforced sheets and indexes 
manufactured by G. J. Aigner Company. *Mylar 
is DuPont's registered trademark for its polyester 
film. 


leading manufacturer of Indexes since 1909 
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Plants 


and 


Flower 


for 
PREMIUMS 
and 


GIVE-AWAYS 


Write for FREE SAMPLE 
of an exotic plant 


Worlds Largest Supplier 
of Horticultural Premiums 


Please write attention SETH MANN 


ORCHIDS OF HAWAII, INC. 
National. Sales Office 
305 - 7th AVENUE, NEW YORK 1, N. Y. 


EVERY PROMOTION SHOULD HAVE 


MADE TO YOUR Spepicdlion, 


Launch new products and sales 


themes with this new promotion and 
premium idea. Distribute to salesmen, 
dealers and customers . . . give-away 
Your design reproduced 
on fine quality neckwear. Prices 


at conventions 


from 60c a tie. Details on request. 


Scot lies - 


BOX SS, 40) FIFTH AVENUE, NEW YORK, N.Y. 


Sales Promotion Idea File 


(continued from page 83) 


full-color slides at night on a 12’ x 
16’ screen. This can be made into a 
fine outdoor advertising business, as 
in the case of the Charles Yeago Co., 
Ave., Steuben 
ville, Ohio, or can be used by com 


panies to promote their own products 


1109 Pennsylvania 


atop their plants or outside their office 
buildings. 

If you're interested in the adver 
tising side of this, write to the Yeago 
Co. for its brochure on “Colorscope 
If you'd like informa- 
write to J. P. 


Advertising.” 
tion on the projector, 4 

Latil, President, Genarco, Inc., 97-04 
Sutphin Boulevard, Jamaica 35, N.Y. 


Screening Inquiries 


Did you ever stop to analyze the 


time your sales force spends qualify 
Ing the leads that come in from your 
lirect mail and advertising? ‘Time 

t's spent getting the answers to 


1 
MN questions as: 


Are they bona fide prospects or 


‘rely free loaders ? 
Are they prospects now? 


What 


is their exact need? 


Do they understand exactly what 


4 sell i 
Can they afford what we sell? 


Do they have the necessary vol 


ime? 

A number of companies have de- 
veloped questionnaires which it asks 
prospects to fill out before they send 
full information. Such questionnaires 
allow the company to pin-point re- 


sponse to the prospect’s needs, there- 


Sie 


~ “* 


Chaghle CALCULATOR 


COMPANY 


633 Plymouth Court, Chicago 5, Ill., Dept. D-21 


by decreasing the amount of time and 
the number of steps between the in 
quiry and the sale. If the prospect ts 
substantial and is ready to buy now, 
as evidenced by the questionnaire, the 
company may decide to send a sales 
man or make a long distance phone 
call rather than send information 
through the mail. 

If you'd like to see an excellent 
example of such a screening question 
naire, write to C. V. Hill & Co., Inc. 
Trenton, N. J., 
frigerated and trozen food cases tor 
supermarkets. This firm offers a lay 


manutacturer of re 


out counsel plan that permits 1e 
remodeled (or 


new ) store in miniature and built to 


prospect to see his 


scale before he spends a cent. Another 

questionnaire is available 

ium Service Company, 
North St., Teterboro, N. J., cre 
and supplier of premium coupon plans 
to stimulate repeat business for manu 
facturers, supermarket chains, gaso 
line companies, etc. Premium Service 
has found this questionnaire technique 
so efficient that it has incorporated a 
number of the screening questions in 
the coupon of the ad it runs in busi 


ness public ations. 


PROMOTION IDEA 


is a review of sales-producing 


SALES 
FILI 
tools and ideas designed to stimulate 
the thinking of salesminded execu 
tives. Address contributions to Larry 
Schwartz, c/o SALES MANAGI 
MIENT., 386 Fourth Ave., New 
Y ork 16. 


SELECTORS 
to speed up buying 


Graphic Selectors help buyers or 
users choose your product correctly 
Sizes, weights, models and other 
features are quickly and dramatically 
presented for accurate comparison. 
For example, selector illustrated 
gives 13 basic facts about each 

of 19 product models. 


FREE SAMPLES: A note on your 
company letterhead will bring you 
sample Graphic Selectors and 

full information. 
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ACTUAL SIZE 


Now selling in over 6,000 photo shops in 
every city in the United States af SQ? 


Regular 3 x 4 inch snapshots. ™ Even takes indoor pictures without flash. 
(Ideal for sales meetings, trade shows, store 
and window displays.) 


Color slides fit any 35 mm projector. 


Wide choice of Kodak and Ansco film sold in 
all photo stores: Kodak Panatomic-X; Kodak 
Plus-X; Kodak Tri-X; Kodachrome; me Shutter speeds 1/25 to 1/200. Click stop settings. 


Easier to use than a box camera. 


Ansochrome. Internally synchronized for electronic flash 
Automatically in focus from 6 feet to infinity. and bulbs. 


World famous, precision-made 25 mm, Price includes soft leather case, strap and 
3-element, f:3.5 lens. Stops down to f:11, = 2 close up lenses. 


Completely Automatic! 


Slide camera out of case. Sight. Press release. Slide camera back into case. Slide it out and take your next picture 


“= MINOLTA CAMERAS 
ee 150 Broadway, New York 38 


WRITE TO: 
— 1, Distributor—The FR Corporation, 951 Brook Ave., New York 51, N.Y. 
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Sales Promotion 
idea File 


KEUFFEL & ESSER CO. 


HOBOKEN. N J 


KEUFFEL & ESSER CO.: On the new 
letterhead, the company’s products— 
drafting and surveying equipment— 
are suggested by a sketch of the fac- 
tory which utilizes fine green lines 
with a “blueprint quality.” Says K & E 
Advertising Manager P. Howard Bar- 
ringer: “We feel the new design re- 
flects a feeling of precision and ac- 
curacy.” Trademark appears in red. 


pater 
mene 


KEUFFEL af 


SSER Co, 


HOB: 
Sieve 


INDIAN HEAD MILLS, INC.: When 

a new company was formed in 1953, INDIAN HEAD MILLS, INC. 
design was purposefully selected to 

retain identity of the brand, which 

was old, The drawing of the Indian 

head appears now on all calling cards 

and stationery. The lettering for the 

name is made up of small blocks, IND 


4407 « Droadway 


Mew York 15, MY. 


in black, suggesting Indian beads. 


i 
AN HEAD MILLS INC 
ow York if KY A i, rd. 5-9 i 


;p 


Name changed to ; -Sioinglhne. INC. 


Nombre cambiado a 


Make...) 


SWINGLINE, INC.: Old letterhead 
shown was used to spread news of 
change of corporate name. The new, 
embodying same_ information, has 
much stronger style and design value 
through improved arrangement and 
well-chosen type faces. Color scheme 
is red and biack. 


Is Your Letterhead Showing Its Age? 


lt represents your company every day before the eyes of thou- 
sands of customers and prospects. If its style suggests the 
business may be living in the past, then it is time for re-design. 
SALES MANAGEMENT 


EMIL KOUDELKA, INC.: Seven dif- 
ferent sizes and varieties of type gave 
the old letterhead a cluttered look. 
In the new version the essential infor- 
mation is retained, but the building if- 
lustration is supplanted by the com- 
pany’s symbol, a stylized “K.’’ Black 
and red color scheme, with the symbol 
and the name of the product in color. 


She KO UDEL KA C% mpany 


. 
/hotomounts 
64 WOOSTER STREET+NEW YORK 12-N*¥ TELEPHONE CANAL 6 -1460 


The American Sugar Refining Company AMERICAN SUGAR REFINING CO.: 
120 Wall Street Old version had heavy look. The new 

New York 5, N.Y. design makes use of dark blue letter- 

ing with golden yellow line and circle 

as background for the trade name 

“Domino.” This color scheme is co- 

Domino = ! ordinated with the company’s pack- 
7 aging and brand identity practices 
elsewhere. Note how lettering has 


been given lightness and grace. 
any 


—— 


om 


» 4 » t < IBLE 
i | 
e ~ “ 


Grar® 


Co. 
JOSEPH DIXON CRUCIBLE CO.: Old 
version was black and white, new com- 
bines “graphite gray” with red. The 
“graphite gray” ties in, of course, with a. OX 

the products—pencils and other graph- = = cry 3 ELCSA 
ite items. Says Joseph P. Templeton, = a" 

the firm’s secretary, ‘We like our new 
letterhead because of its dignity and 
simplicity. Also, it provides more writ- 


ing area for the message, as compared JOSE PH DIXON CRUCIBLE COMPANY 


re 
we PROoP* oT 


with our older letterhead ... an item 
for consideration in these days of high |, 
paper costs.” ; 


YVUYy 


letterheads to it < All of the designs shown on these essing, he prefers steel engravings. 

“personalities.” pages are of this type. All are the In the illustrations, the new lette1 

ise, the majority work of Artist-Designer William head design appears in front of th 

to be seeking, in Metzig of New York, who creates old for each company represented. In 

etterheads, the qual not only letterheads but logotypes, some cases the design is a part of an 

( ind simplicity, inte emblems, packages, trademarks. over-all re-design program which at 
preted in such a way as to match cur Metzig likes fine detail without tempts, through all media, to unify 
ent date lines with design that is clutter, usually recommends not more the corporate image. Such unification 


definitely of today. than one extra color. For letter prox is now a definite trend.® 
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Now Is the Time for a Look at 


Radio in Rural America 


The hardy old bellwether of rural broadcasting, the "Farm 
& Home Hour," is now celebrating its 30th birthday. Here 
we visit with Allis-Chalmers, the program's |3-year spon- 


sor... and we check up on newcomers to farm broadcast- 


ing, appraise program me's and farm radio directors. 


By GEORGE F. HOOVER 


Sat da' (ct. 

arly one million fan 
the country will 

to local NBC stations. Sitting in 

the studios of NBC’s Chicago affliate 

W VI \Q | erett \l t I] pre 

to welcome farmers to the 30th 


\ ationa 


hell wi 


pare 


Mr. Big of farm radio programming. 

As usual, at 12 noon, EDT, his 
triendly, over-the-fence voice will 
[t’s a beautiful day in Chi- 
ago.’’ And farmers will listen to 


exclaim: ‘ 


intormation and service features of 
nterest to their families and liveli 
hood. 


Tlome 


Che National Farm o 


Hour (now 25 minutes) premiered 
on NBC radio Oct. 2, 1928. Ev 
Mitchell joined the show in 1930. 
For years the program was sustain 
ing. Allis-Chalmers began sponso1 
ing the show in 1945 and has stuck 
with it since. 

Says Rueben Smith, advertising 
manager for A-C tractors: “The 
National Farm & Home Hour has 
been of great benefit to us by open 
ing the doors of various agricultural 
officials and agricultural groups to 
us. Our representatives have been 
received by the secretaries and under 
secretaries of agriculture and in the 
agricultural departments of state col 
leges. Most county agents know us 
by our program. We have made 
friends with agriculture. 

“Such closeness to agriculture is 
bound to help us in sales. Not only 
that, it gives us better knowledge of 
the agricultural market and what 
farmers need. 

“We make a yearly appraisal of 
the National Farm & Home Hour 
and have always been satisfied that 
it is doing the job we expected and 
worth the money we spend on it.” 

Bob Miller, farm director of 
WLW in Cincinnati, Ohio, and 
president of the National Association 
of Television and Radio Farm D; 
rectors, says that ‘‘the National Farm 
& Ilome Hour has been so popula 
over the years that farm listeners are 
apt to call any program the Farm © 


Hlome Hour. Just like people call 


all ret! ige1 ators Fr igidaires. 


Sponsored over 155 stations and 
carried sustaining on a dozen more, 
the main NF@&HH format changes 
over the years have been wrought by 
program time cuts. Originally an 
hour, the show was heavy on enter 
tainment during its early days. Regu 
lars included Fibber McGee and 
Molly and Fran Allison. 

Such fledgling actors as ‘Tyrone 
Power and the late John Hodiak re 
ceived early radio experience doing 
roles in dramatic skits. Even Arthur 
Godfrey, at the time a Washington, 
I).C., announcer, was heard. 

The skits and guest stars are out 


FOR THE LISTENERS: Mitchell’s 
fame is based on his adaptability. 
Here he inspects and reports on a 
Rambouillet ram during a visit to the 
Chicago International Amphitheater. 


SALES MANAGEMENT 


The Exposure of Wildemere Shutter 


CASE HISTORY: Wildemere was a de- 
voted man. He was devoted to his dog, his 
garden, his camera and his 50 mm 1.1 lens— 
devoted to practically every hobby you could 
name. Unfortunately this did not include his 
formal duties as salesman for his company, 
Fanbelt Inc. He had lost the old snap, he was 
too content just to let things slide. Yet sud- 
denly, almost without warning, Wildemere was 
exposed as the finest mover of goods in his field. 
What caused this amazing new development? A 
Pan American Travel-Incentive Campaign. New 
fields to picture were just what he needed to 
become inspired beyond “just making a living.” 
This sketch shows Wildemere in Japan. A sketch 
of his Sales Manager would reveal a happy man 
counting up increased company revenues. 


Ask yourself if your company's incentives are 
keeping pace with your need to move more 
goods. Are you getting the full use of all the 
energy and know-how your sales force pos- 
sesses? Most sales executives feel that they've 
not. Here’s one answer that has proved tremen- 


dously successful: A Pan American Travel- 
Incentive Campaign! 

You can send your prize winners nearly any- 
where in the world—or around it—via Pan 
(American, at surprisingly low cost. (To Europe, 
you can already specify the new Jet Clippers*. ) 
And the extra profits brought in by your win- 
ners can pay for the prize many times over! 

Pan American can arrange to have experi- 
enced experts in the planning of incentive pro- 
grams help you with all the details of your 
campaign. They ll help you plan a program that 
will secure all your objectives at the lowest 
possible cost to you. Your final low-package 
rate includes supervision of every detail of 
operation —even tips, insurance and extras like 
golf and fishing. 

This can be the emotional starter your sales 
force needs—and a real morale-builder as well. 
Get full information now—find out how suc- 
cessful this idea has been with other firms. 


Just published! How to Plan an Incentive 
Travel Program has all the facts and sample 
costs. Get your free copy—write Henry Beards- 
ley, Pan American, Box 1790, New York 17, N.Y. 


lrade-Mark, Reg. U.S. Pat. Off. 
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WORLD'S MOST EXPERIENCED AIRLINE 
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Call off the 
Hidden 


Persuaders! 


Resear } to dis 
\IPHIS MARKET 
N r‘! [he ta tT > N« 


goods. 


WDIA’s yea 
tisers include: 
LUCKY STRIKE CIGARETTES 
BLUE PLATE FOODS BRISTOL- 
MYERS COMPANY KROGER 


STORES LEVER BROTHERS 


IT'S A LOYAL MARKET! 


VUemphis Negro 
»sttoW DIA 
irch-A pr 

ii }] Index 

iy, WDIA 


vh ng 


/ 


Station 
WDIA 
Sta. B 
Sta. C 
Sta. D 
Sta. E 
Sta. F 
Sta. G 


dd like to show 


you how WDIA 
. 2 high powe ed selling torce tor 


n this great and growing market. 


oO 
Vhi not write is today tacts and 


figures? 


W DIA is represented nationally by 
John E. 


EGMONT SONDER 


Pearson Company 


President 
Bert FERGUSON, Exe Vice-President 


} 


Dasic purpose Is 
lhe program carries: 
ts on developn ents at 
ind regional agi 
includ ng livestock 
“nits, conservation 
‘rences and meetings. 2) A sun 
nary of each week’s top developments 
at United Department t 
Ag ( ilt ire headq larters. 3) \ 
Home Report on alternate Saturdays. 
+) A sum 


levelopment a be 


States 


market trends and 
\MIusic by Carl 
l’asshaue and lhe Homesteaders. 
Events covered during the past 
Tt | ide he I issels World’s 
‘air, tl National +-H Conterence 
World Plowing Matches, American 
National Cattlemen’s Association 
Convention, International Crop Im 
provement Assoc ation \leeting, Na 
tional Dairy Cattle Congress. 
A. C. Nielsen reports that 
eae ; 


Ca hy one 


homes each program. Out of home 
listening adds an estimated 266% more 
uudience. And approximately one-halt 
of all Ll S. tarm tamiulies listen at 
least once a month. 

The Farm & Tlome Tlour works 
closely with the | 
Agriculture. Secretary Ezra Benson 
is the seventh USDA Secretary to 
ise the show’s microphones. 
Allis-Chalmers has been 
suffering recession effects. The 1957 


. 5. Department of 


Sponsor 


sales slipped to $534.1 million con 
pared with the °56 total of $547.4 
million. First quarter ’58 sales of 


$119.6 million were also down tron 
the '57 quarter figure of $137.9 mil 


lion. But at the time first quarter 
eleased mo 
p esident, said tha 
nent sales were running 
ad ot °57 and ’56. 
| Oo help Its sales tX 


blows or the 


FOR THE SPONSOR: Everett Mitchell, genial and ubiquitous emcee of the 
“National Farm and Home Hour” uses his sponsor’s—Allis-Chalmer’s—product 
on his “Beautiful Day Farm,” a 100-acre place west of Chicago, near Wheaton. 
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nandises fl Farm & 


In the past few weeks, 


Inviting 


ia show 


, . 
Kenclosed 


ew 


vertis 


ns les I bes 
show: “The 


<f Flome 


If there 


am, not 
ducation and 


er. We don’t 


vears ago, 
more about 
‘s and philoso 
he commercials 
$s; ilwavs Tron 


nt 


of view.” 
Farm & Home Flour 
NBC network farm 
- other is a fifteen min 
ite Saturday morning show called 
This Farming Business. Sponsored 
Behlen Mfg. Co., Inc., the pro 
gram follows a question and answer 
format. Alex Dreier asks the ques 
tions and Farn k-diton Lloyd Burl 
ngham answers. 
Purina Mills sponsors a five min 
te show over NBC which hits farm 
ime Monday through 
It’s Washington Farm Re 
port. Narrator is Richard Harkness. 
lhe only other sponsored network 
farm program is The American 
Farmer which is carried on a sus 
taining basis over about 35 ABC 
ifhliates on Saturdays (12:30 to 
m., ES] It’s been on the 
» 1946. 
| mornings, the CBS radio 


network presents a 15 minute show 
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MOVING TIPS FOR SALES MANAGERS: 


Mayflower’s Pioneer Experience Solves 


Problems of Plant Removals 


Fortunately this kind of an assignment doesn’t come your way very 
often. But when it does, “know-how” on how to arrange the moving of 
so many families to the new plant site can be a lifesaver. Mayflower has 
that “know-how” for you. It has been acquired through extensive 
actual experience in handling many complete removals of personnel for 
industry and government, including the largest industrial move on 
record! Whether you have many families to move or just a few, May- 
flower planning, facilities, and expert personnel can save your com- 
pany time and money. Yes, and they'll make each individual move 


easy and safe for your people, too. 


r lone 1 le | AERO 
fp peas, Maytiower 


WORLD-WIDE MOVERS 


an MAYFLOWER 


AERO MAYFLOWER TRANSIT COMPANY, INC, INDIANAPOLIS 
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called CBS Farm News. It is un- 
sponsored. 

Farmers listen to all of these shows. 
But they haven’t been able to dent 
into National Farm & Home Hour's 
national popularity. 

It may not be profitable 
networks to carry much farm pro 
gramming, but to many local radio 
stations farm programming is a prof 
itable—and_ necessary—plus. 

For instance: Of the 1,040 Key 
stone Broadcasting System, Inc., affil 
lates, 817 cove 86% or 4.113,75 
of the nation’s tarms. And Keystone 
Most of the 


> 
5) 


sells that statement. 


AMERICA’S 
INFORMAL 
BUSINESS 

CAPITAL 


Keystone stations are small. But as 
an example of coverage: WELO in 
Tupelo, Miss. (500 watts), has a 
coverage area of 39,000 farms. That 
station's Farming as a Business (spon 
sored by Full-O-Pep, a product of 
The Quaker Oats Co.) 
local farmers not only with national 
tarm news, but /ocal market prices 
as well. Among advertisers on Key 
stone afhliates are Armour & Co. 
(Dynafac hog MeCulloch 
Motors (chain saws), Ralston Pu 
rina Co. (poultry feed), and the 
Chilean Nitrate Education Bureau 


nitrate fertilize: Pe 


provides 


feed Ss 


“C0 


AMERICA’S INFORMAL BUSINESS CAPITAL 

this is the reputation earned by The Greenbrier 
through its many generations of serving the every need 
of the nation’s executives, business-wise as well as vaca- 
tion-wise. At The Greenbrier you'll find all you could 
wish for and more in modern group accommodations 
for as many as 1,000. For example, the newly con- 
structed, air-conditioned West Wing features an audi- 
torium with a 42 foot stage, the latest sound and pro- PLUS 
jection equipment, splendid banquet arrangements and 
a theatre with CinemaScope screen. In addition, The 
Greenbrier provides unsurpassed sport facilities, extraor- 
dinary service, wonderful dining and luxurious comfort. 


SPECIAL WINTER RATES 
Effective December 1, 1958 to 
February 28, 1959 


$23 PER DAY, PER PERSON, 
SINGLE 


$21 PER DAY, PER PERSON, 
DOUBLE 
Rates Include: a spacious, lux- 
urious room, and The Green 
brier’s traditionally fine meals 
golf course green fees 
(playable much of the winter) 
swimming in magnificent in 
door pool--membership in the 
Old White Club—and gratuities 
to service personnel 


YOURS FREE Zhe Greenbrier Convention Story 


Send today for your copy of this beautifully illustrated, 32-page brochure which 
gives you complete information on all the facilities of The Greenbrier. Write 


direct to Charles L. Norvell, Director of Sales 


Information is also available at 


The Greenbrier’s reservation offices at: New York, 17 East 45th Street 


MU 2-4300; Boston, 73 Tremont Street 
LA 3-4497; Chicago, 77 West Washington 
Street, RA 6-0624; Washington, D.¢ 
Investment Building, RE 7-2642 


WHITE SULPHUR SPRINGS : 


fOCH«tUCE 


WEST VIRGINIA 


It’s difficult to estimate just how 
much money is spent on farm broad- 
casting. But Bob Miller of the 
NATRFD estimates that sales have 
tripled over the past five years. 

A new study released by the Radio 
\dvertising Bureau says that during 
the second quarter of 58, agricultural 
2.3% of 
total spot radio investments. ‘That 
placed agriculture in the tenth rank 
ing of advertisers by category. Agri- 
culture is listed 20th in network ad 
vertisers by category tol! the Same 


idvertisers accounted for 


period, accounts for 1.1% of total 
sales. 

It’s also dificult to get an exact 
fix on who is the largest advertise 
in the farm broadcast medium. But 
many say that down through the 
vears it has been International Har 


vester. 


Money Men 


30b Walton, farm director of John 
Blair & Co., provides this partial list 
of prominent farm broadcast adver 
tisers: Allied Mills, DeKalb Hybrids, 
Hess & Clark, International Mineral 
& Chemicals, Murphy Products, 
Chas. Pfizer, International Electric 
Fencing, Swifts Agricultural Prod 
ucts Division, General Mills, Larry 
Feeds, Ford Motor Co. [tops in farm 
print advertising], John Deere and 
Kendall Co. 

According to Walton, the follow- 
ing advertisers have gone into farm 
broadcasting within the past year or 
two: i. I. Case, Massey - Fergus, 
Moorman Feed, Sohio Chemical, 
Glenn Chemical, San Jacinto Fer- 
tilizer and Oliver Corp. 

Sut farmers buy more than just 
farm equipment and fertilizers. In 

s recently released farm radio sur- 
vey, the RAB states: “Farmers are 
better customers for some consumer 
products.” Example: ‘More than 
30% of U.S. farms ... have home 
according to utility esti- 
And the RAB quotes Sales 
Management's Survey of Buying 
Power to point out that “more than 
70% of candy sales in farm states 
are spread through areas outside of 


rreezers, 


mates. 


“i 


cities.” 

In its November 2, 1957, Farm 
Radio and Television Section, Spon- 
sor magazine listed consumer prod- 
ucts of these advertisers as among 
those most widely advertised on farm 
radio: American Tobacco, Best 
Foods, Blatz Beer, Cadillac, Colgate, 
Lever Bros., Murine Co., Pepsi- 
Cola, Procter & Gamble, Rexall 
Drugs, SSS ‘Tonic, and Sterling 
Drug. 

3efore buying farm radio, adver- 
tisers want to know how much pene- 
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. I think 
! it’s swell as a one-shot, * 
but 


what do we do for 


This old cliche about the next one has killed many a good first one, as anyone in advertising knows. We try not to use it 


dea. 


because we believe that truly creative work merits truly creative criticism. And we think it’s a creative copy chief, 


see the resounding campaign possibilities in a so-called ‘‘one-shot 


art director or account executive who can 


CAMPBELL-EWALD ADVERTISING 


°* NEW YORK ® CHICAGO ® SAN FRAN ) 


LYWOOD *® WASHINGT 
® KANSAS ity @ 


DETROIT 
LOS ANGELES ® HOL 


ATLANTA *® DENVER 
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A Yeor-nound Business Fuomoter! 


There is no better way to keep your name, 
products and services constantly before 
the eyes of those who place orders, than 
with this completely new and handsome 


Nascon 
Calendar. 


Equally valuable in the office or home. 
Generous spaces are provided each day 


Month-At-A-Glance Wall 


oo 
JULY 1959 


of the month for noting the many impor- 
tant events of a business or social nature 
—deadlines to meet, appointments to 
keep, premiums due, bills to pay, birth- 
days to remember. Wire-O bound, the 
past months may be flipped over and 


retained as a useful record. 


Beautifully designed and lithographed in 
sepia and green, this new Wall Calendar 


is truly a unique business gift of excep- 
tional quality and usefulness that will be 
associated with your Company through- 
out the year. Send for details and illus- 


trated catalog today! 


Specialty Division NASCON PRODUCTS 


(Manufactured by Eaton Paper Corp.) 
DEPT. 1A, 475 FIFTH AVE., NEW YORK 17. N. Y. 


tration the medium can boast. RAB’s 
answer is the before mentioned farm 
radio study. The report quotes a 
1954 survey conducted by Daniel 
Starch for NBC which revealed that 
family daytime radio listening 
above the U.S. average and 
time farm family listening is 
28% above the countrywide average. 
\ special RAB survey, conducted 
by The Pulse, Inc., in 12 states last 
vear, reported that more than 95% 
of farm families listen to radio; that 
more than eight out of ten farm 
families listen to radio on four or 
more days a week, and that the aver- 
age radio-listening family spends 26 
hours and 40 minutes per week with 
radio. 
According to the RAB, only 1.1% 
of farm families do not own a radio 
ind more than 79.3% own two 
In the 12 state survey 
it was found that 59.9% of farm 
radios are in the kitchen. Automobile 
radio ownership is estimated at 
84.1%. The RAB says radio out- 
ranks ITV on the farm with its 
98.9% set ownership compared with 
63% for TV. 
Farm radio also did pretty well in 
a survey conducted by the University 
of Wisconsin on a financial grant 


from WBAY-TV, Green Bay. The 


r more sets. 
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SATON’s 
4 “/ Mascon > 
7 AT-AGLANCE- 


study, bulkily titled ““Time Use Pat- 
terns and Communications Activities 
of Wisconsin Farm Families in Win 
tertime,’’ was made during February 
and March of last year. 

It reported farm families spent 
roughly 24% of their total waking 
hours (5 a.m. to 11:30 p.m.) in con 
tact with all mass media (TV, radio, 
print). TV got the largest single 
share 52.1%. Radio was ranked 
second with 34.3%. 


Up With the Chicks 


Radio listening starts early in the 


morning, according to this survey, 
and reaches a peak between six and 
eight a.m. It drops off sharply in the 
evening. Listening by men is mostly 
concentrated during three peak pe- 
riods: early morning, noon and early 
evening. 

The study also shows that noon 
time is the best time for reaching 
farm families with mass communica 
tions media. From one-third to one- 
half of the potential audience was in 
contact with mass media during noon 
to 1 p.m. time period. 

Aside from the early morning farm 
markets and 
prices and farm news, this mid-afte1 
noon period is the most popular time 


broadcasts of we ther , 


> 


of the day tor farm programming. 

Many broadcasters interested in 
farming also have an interest in 
farms. The National Farm & Iome 
THTour’s Ey Mitchell has a 100 acre 
farm near Wheaton, IIl.; west of 
Chicago. He calls it “Beautiful Day 
Farm.” Mitchell has devoted some 
of his acreage to experimental farn 
ing in cooperation with sponsor Allis 
Chalmers and the University of II] 
nois. 

Phil Evans, farm director ot 
KMBC which covers Kansas City, 
Mo., and KFRM, which covers the 
state of Kansas, (both represented by 
Peters, Grifhin, Woodward, Inc.) 
doubles as director of the KMBC 
KFRM Service Farm; 240 acres lo 
cated near Stanley, Kansas. He does 
his five daily broadcasts from a for 
mer one-room country school house 
located on the farm. He also super 
vises farming of grassland and wheat 
on another station servic e Ttarm neal! 
Concordia, Kansas. 

What about the local farm radio 
director? A report from John Blai 
& Co. says the farm director “has to 
have the kind of background that 
permits him to act as the local voice 
of agriculture. 

“Besides a good agricultural edu 
cation, the radio farm director must 
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\Y COBANA " HAVANA 


Your men will get more out of a sales meeting or con- 48% Further, Cubana helps you plan all activities—business 


- 


+o 


~~ vention in Havana or Varadero. You'll get more out of 


or pleasure — makes suggestions for accommodations, 


mY them. They'll relish the novelty of Havana’s “old world- tours, night club and casino visits. Cubana prepares pre- 
t. °° a . . . . P . 
my new world” setting, the invigorating climate, the most convention literature and sends it direct to salesmen to 
J— modern new hotels, the many facilities for work . . . for keep them on their toes and “rarin’ to go.”” Best of all 
... for an overseas convention, the costs are less than you'd expect. 
It's a package deal that packs a lot of sales incentive. 


sun and fun 


Cubana assigns as many planes as you need for your 
exclusive use, paints your name on them in big letters, 


oy ¥ FREE! Send a reservation for the informative, illus- 
trated file folder, “A Brief case for holding your 


decorates tiie interiors with your signs, slogans, cam- Convention in Cuba." It’s crammed with ideas for 
paign material. These chartered planes—modern Super S planning the best convention you've ever had. 
G Constellations or Prop-Jet Viscounts—take off from the — Write Dept. MG 


SE ne a eee cin 8 COBANA AIRLINES 


refreshments and delicious meals aloft. 


g experience in 


the tollowing bask 


nanager, unive 
e experience, tarn 
inty agent, U.S. 


. ~ 
iltural tea her. 


Make the Sale 


Being a salesman doesn’t hurt any 
either {nd most farm directors will 
yet out and help make the sale. 
kxample: ‘The McRan Co. (com 
mercial grain-dryers) was having 

ouble selling a sorghum dryer to 
Yorktown (Texas) Elevator, Inc. 
MecRan, which sponsors Dewey 


Compton KT RH (anothet PG&W 


station) farm director in Houston, 


isked for help. Compton met with 
elevator officials at the Yorktown 
City Hall last February 12. They 
isked his advice. 

On February 20, Yorktown Ele- 
itor purchased the McRan Dryer. 
Compton's schedule is indicative 
ot the work and travel that make up 
a farm director's job. During the 
first 22 working days of June, he was 
away from Houston 12 days. June 
7 he did his early morning show and 
then left on vacation. Vacation? He 
went to Denver to attend the Tele- 
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Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 


vision and Radio Farm Directors’ slides which with local additions is a 
Association convention. ‘sales loaded presentation.”’ Says 

Bob Miller describes the NAT- Miller: “Over the years a lot of 
RFD as a “professional organization agency people and companies have 
for the professional advancement of pulled people in from the farm maga 
the fellows.’’ The ‘‘fellows” are the zines to handle their farm advertis 
203 active farm directors out of the ing. ‘hese people were naturally 
total 390 membership. partial to print media. But in 

One of the NATRFD’s major past few years, our organization 
activities is to sell farm broadcasting effectively pushed the broadcasting 
as a medium. The organization re- medium through the use of case his- 


has 


cently compiled a set of 35 colored tories.” @ 


No Recession on the Farm 


On September 19 the Department of Agriculture reported that 
farm income for the first nine months of 1958 tops the figure for 
the comparable period of 1957 by 19%. 

The Department’s economists estimated that farmers realized 
net farm income for January-September at an annual rate of 
about $13 billion compared with about $10.9 billion for ’57. 

While many metropolitan markets were experiencing recession, 
this counter-movements in rural areas accounts for the quickened 
interest many sellers of goods and services have shown in the 


farm market this year. 


Paragon Hams It up— | 
And Salesmen Love the Fun 


There's a bit of kid in every man. And most of us enjoy 


make-believe. This Wisconsin manufacturer of electric 


time controls utilizes these human traits to create and 


sustain a high level of enthusiasm among 


its field men. 


Beduhn are well-dressed men about to lead sales “flight.” 
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H k lhe company has put on three sales torce could see that the whol 
gle s ostume’ meetings: A gangster motit ompany was behind the drive.’ 
g was used in 1956 [SM, March 4, ‘The entire executive staff, includ 
\\ B. “Old Do Colvin, ma 1957]: a “jungle safari” in 1957, and ng key stockholders and the firm’s 
t 3 blast into space” this vear. financial counsel ind advertising 
I lwo R Wis se sesides sual ideas, what must wency attended the “blast-oft’ last 
t Ke tl ) que iles ymMpan ha to stage this uncon sp ing. 
t g pride tional type of sales meeting? Colvin admits: 
‘Bert Beduhn Paragon advertis 
. . lhre th ngs, Says Cols ms ng manager ) and I had a few anx 
We ) lexa ous moments, going before that group 
Parag rr gC App ¢ if ( iderstandin dressed in our Buck Rogers outfits 
nity the nal inagement. but afte 1 bit of stage fright, the 
And it ‘Paragon management led bi meeting was off on a tast, true, su 
: President E. V. Platt and Read essful ‘flight.’ ’ 
| ( Eldred, vice president for sales, sup 
S A tne ported these campaigns. In Tact at leamwork. 
palg \ strib the gangland stvle meeting, Platt was Sales department, ad department 
is ‘Big Ned’ and Eldred was ‘Slim.’ The ind the advertising agency Milwa 
; 4 
i\ 
\ 
\ 
1 —~Z mi | 
» 
4 
, 
« 
HIGH 
® Time 
; to 
_ 
* - gust OFF 
f PARALON 
t 
. + e 
Claimea Tor a 
ud -% 
pARALON p 
READY FOR LAUNCHING: “Doc” Colvin (I.) and Bert THE BRIEFING: Men get the lowdown on what it will take 


to put Paragon into the right sales orbit and keep it up. 
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TENSE MOMENT before countdown as sales staff hears 
about plans. The kids’ll love masks when daddy gets home. 


pit h to prepare ft e of these 
iles eetings. 

Bedul oordinates work of 
the t] et lepartme ifs | ervone S 
licited fe) ideas. Sometimes even 
the hole family get to the act 


1 irtist. did n h of the let 
id sign paint The print 
p printed literature, place mats 
3. Pro t and sales policy 
| oO l¢ to inst 1] e t} Slasm Vo 
I e to be ith Slast ) selt aie 


s excellent. Our sales policy 
s practical and fair and our field sales 
force is qui k to recognize it 
| he comb nation of a good prod 


t line and a workable sales policy 
nd program make the job of main 


taining high level sales enthusiasn 


relatively easy once you have the ball 
ling. 
In 1957 “Old Doc’s Almanac” was 
eated. Into this eight-page b 


packs 


trom his own type 


} 
monthly publication Colvin 
light eading 
writer, a message from a Paragon 
executive, and plenty of plugs for 


Paragon timers. 


Example: 

‘November, with 30 days, is out 
eleventh month. In the first Roman 
alendar it was the ninth, ‘novem.’ 
The Anglo-Saxons called it Wind- 
monath, the windy month. Old Doc 
calls it Paragonmonath, the month 
. oh, you know.” 


that you 
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HIGH 
Time 


ast OFF 


JARALON | 


] xpl il 


UK7 ' , , ' 

We like to Keep ou neid sales 
force alert. Then we make sure 
things happen. It keeps them on thei 


toes and keeps them thinking. Best 


of all, it provides a constant, solid 
field loyalty and makes it tough for 


ompetition to n ake an inroad. 


The “Flight Into Outer 


Pu pose: 

lo dramatize a “time” educationa 
program among salesmen to help sell 
Paragon's electri timers. Educa 
tional materials consisted of ‘‘History 
ot Time’ cartoon books, new litera 
ture, new consumer advertising cam 


and new line of timers. 


Props: 
‘Space suits” for Colvin and Be 
' ’ 1 
luhn space masks for salesmen; 


‘rockets’ and “‘sate 


Briefing by Colvin on “High ‘Time 
to Blast Off for Paragon.” Specially 
ecorded “countdown” with actual 
ocket effects. ‘Blast’ of 
“satellite balloon,” strewing coins and 


} ] 
dil 


sound 


s around the table. 


Results: 

‘Too soon to count them, but, says 
Colvin: 

“The sales launching at ‘Cape 
Paragon’ (Chicago, New York, At- 
lanta and Dallas) was a success. All 
rocket stages fired successfully and 
the campaign was safely in orbit and 
is still circling the Paragon sales ter- 


ritory. Life expectancy of this cam 


BLAST OFF! Balloon goes up, showering coins and bills— 
a foretaste of what things will be like when quotas are met. 


vith a continuing type ot promoti 
I} Saft 
P pose 
lo give i pict esque on be it start 
+ ) g 
) he | VOI sales ( ll pa on TO 
] f . 


THE AFTERBLAST: Salesmen hear 
windup from Colvin—and relish every 
minute of it. Imaginative meetings like 
these help generate sales enthusiasm. 
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WE'LL TELL YOU 


where YOU stand 
among the 


TOP 


BRANDS 


IN THE CHARLOTTE MARKET 


For the first time, The Charlotte Ob- 

server is now able to provide accurate 

up-to-date informa 

tion on consumer 

buying habits, brand 

preferences and prod 

uct availability it 

Metropolitan Char 

lotte. 

For your personal copy 

of this fact-filled, 80- 

page report write on 

letter- 
rEN 

“SM” 


Che Charlotte 
Observer 


Charlotte, N. C. 


your company 


head, to TOP 
BRANDS, Dept. 


For Building Business with: 


. por 
FOLD | 
« PRESENTATIONS | 


116 page cotolog 


LISHED - 
juST:PUB yours FREE | 


| write Today | 
ELBE FILE & BINDER CO., INC.) 


4 c etH AVE 


. as ance 
ont OF 


DEPT. SM-5 


A MODEL FOR 
EVERY PURPOSE 


Tell your story better 
with an Oravisual easel 
You have 26 models to 
choose from 
Write for free 24 
page catalog. 


ORAVISUAL CO. 
Box 11150 


St. Petersburg 33, 
Florida 


Colvin; for salesmen, pith helmets 
(Koko-Koolers) and “safari log 
books.”” Each logbook inscribed with 
nickname of salesman, such as “Harte 
beast Bob” and * The 


intor 


Panther Pete.” 
logbook contained sales contest 
mation, told with cartoons, maps and 
“itinerary,” listing such things as 
Sniping,” “Stalking New 
Lands,” ‘Adjusting Porter’s 
Loads,” and “Gnu Species.” 


“Gazelle 
(Game 


Action: 

Colvin opened with: 

“We find ou ge of 
a jungle. A jungle! Are you kiddin’ ? 
The market we have today would 
make the jungle look like a kinde: 
garten playground. 

“We're out after heads, men. and 
believe me, you are going to have all 


the equipment you need before you 


selves al ie ed 


leave safari headquarters today. 

“Now the 

of getting you all equipped and 
day trek, I'd 

vive you the safari password—Gfl yPS 

SAM TORI—taken f1 Uban 


gum tribe of the Upper Ogowe Rive 


business 
| 


ready 


like to 


before serious 


urt this 90 


om the 


It loses very little in translation and 
means ‘Go On Paragon’s Sales Satat 
and Make Timer Orders Roll In.’ ’ 
The ** 

f the 


safari’ continued, with points 
sales campaign explained at 
“Station.” 

Results: 

Although this 
long-range program resulted in 
more than 20% increase in incoming 
increase in the 


Many 


jogged into 


orders and a sizable 


number of new distributors. 


lagging distributors were 


too, Says Col\ In. ° 


action 


Low Moan from a Frustrated Prospect 


If salesmanship at the retail level deteriorates much further, the 


poor chap who wants to buy something may soon have to advertise 


to find a store that is willing to take his money. Situation looks sad. 


By Hillary G. Bailey 


This 
My 


IS Exa > way it happened 


wite decide the usual mot 
ild have one 
j 


, , | 
aoor ; lated vy radio instead of the 
} 


two now opened and closed by hand 


with rain pouring down out 

ily such a decisior 

mount to a court order. 

I sought the Yellow 

Classified Telephone Directory, whic] 

sales authorities say 
The first 

with the 


In any tam 


is what buvers do 
1 

ill netted a conversation 

telephone operator (she Sald 

) who agreed te 

She pron 


*veryone else Was out 
mail some literature me. 
ised ra | salesn im \ l call back. Shi 
did. He didn’t. The literature 
sent had no covering sales lette 


he 


ferred 


a man who re 


who re 


second all got 
me to a second man 
ferred me to a third who agreed ti 


mail me some selling literature. He 


never mailed it. 

The third call got a man who t 
me I must call the distributo: 
would recommend a retailer who 


Nuts! | 


, of course. 


could order a door for me. 
never called the distributor 

No one answered the next two tele 
phone call Not 
answering service! 

Then | retail store. I’m 
sort of persistent. After a long wait, 
a clerk with a slightly condescending 
air asked me politely enough what I 
wanted. | He said 


attempts. even an 


visited a 


recited my story. 


book. I 
“Not 
format 
He said 


tormat 


expected | got 


time but no more 


*rsistence howe e 
to tell 


} 


me of a warel 
10 might help me. 
helpful. 
1 the information | wanted. Of 
se, all this 
ush-ofts | 


t irbed me. SO 


SOT Was ver \ 


time the 


Ss 


why of the 
1; 
i 


had been getting « 
I risked a question to 


retail clerks 
tim His 


‘rvisor about why 
: me any ime. 
answel! is ( | iSSIC ! 

“Naybe,” 
should not be blamed too much. After 
all their 


them 


he philosophized, “the 
supervisors are pressuring 
so much to ring up sales, they 
can spend no time with peopl 
don't know what they want.” 
Wham! And to think I wasted 
their time. Even my wife is now rec 


onciled to the old doors. % 


“u ho 
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Down Boston way, 


more folks read Grit 
than the Satevepost! 


OCTOBER 


3% 


e actual reproductions 


In Boston, Mass., Grit readers are about as rare as bull- 
fighters. But there’s more to Boston than Mass. And in 
Boston, Ga., Ind., Ky., Mo. and Tex., Grit outsells The 
Saturday Evening Post. 

With 59% of its 900,000 circulation concentrated in 
towns of 2500 and fewer, Grit helps advertisers correct the 
metropolitan bias of most mass media. You need Grit to 
gain balanced national coverage for your customer cam- 
paign. You need Grit to sell small towners! 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, Meeker 
& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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Nothing Replaces Faith and Trust 


Here are 10 points that will help you make a success of 


your relationship with your new manufacturers represen- 


tative—or improve relations with your present agents. 


By EDWARD A. ALTSHULER 


Management Consultant 


+. Procedure regarding split com 

missions when order originates in one 

territory and delivery is effected in a 

have second te! 
| 


IS Ns - 
id 


Most well es 
and rightfully 
so, to house accounts. Wherever pos 
sible, have faith in the ability of 


yur rep to sell and service the big 


isines Ho ise accounts. 
usII S- 


of saving. tablished reps object, 


counts better than you can alone. 


6. Authority of rep to act in your 

; tHe behalf. This is a sticky area that cre 

1€ DOSS S office. ites much confusion. Spell out what 
AVE Scen more > rep can do regarding credits, 
advertising, shipping allow 


rice protection, transshipping 


your 7. Expense reimbursement to repre 


If you sentative. ‘T his is not usually made. 


1rough However, 


field 
any other 


there may be certain serv 
es you want him to perform, such as 
warehousing, service of 


equipment, 
the new special 


training, etc., for 


which he should be compensated be 


customer 


vond his regular commission. 

with the help 
8. Reports required by management 
field. Reps, like any 

red-blooded American sales 
men, hate to write reports. If you 
insist on them, let the rep know be- 
fore he signs the contract and be sure 
they are easy and simple to fill out. 


You want him to sell, not report why 
} 


a competent 
trom 
100 


rms and con- normal 


‘nt. In any 


+} 
ese ane. f- 
1 Import! 


e didn't. 

tes vary 9. Arbitration in case of any dis 

one per- pute. This may be a means of saving 
line you both money in the future. 

work : ; 

VIethods for terminating con 


ig it, the situation in industry. 10) 
\ good rep will request * standard 


on on type orf items you sell. 


tract, including specific provisions for 
cancellation of commissions. A great 
deal of discussion and study has gone 
into this subject. Imagine giving a rep 
a contract which stipulates that he is 
entitled to 10% 
sales in his area for orders placed 


commission on all 


until terminated. Then you terminate 
him while there are orders on the 
books. What new rep is interested in 
servicing accounts when he isn’t go 
ing to make commissions on new or 
ders for perhaps a period of months 
or even years! 

\ Philadelphia Herman 
Eisenberg, proposed at a recent meet 
ing of the Mid-Atlantic Chapter of 
“The Representatives” of Electroni 
Products Manufacturers, Inc., Chi 
cago, that manufacturers should in- 
clude a clause in their contract which 
would provide a sliding scale of pay- 
ments upon termination of the agree 
ment. 

He proposed that “if the contract 
is concluded after one year, 
should 
percentage in commission for three 
months for business already booked. 


lawyer, 


repre- 


sentatives receive a_ certain 


For services of five years, he suggested 
sales agents could be paid 2'4% to 
5% in commissions for a 12-month 
period, with similar adjustments made 
for contracts of longer duration.” 

So much for the first official com 
munication with your representative. 
Continue this communicating job by 
sending him copies of all correspond- 
ence, invoices and proposals or other 
dealings you have with customers in 
his territory. By keeping 
formed, you'll have him 


him in 
with you 


payment of com- 
varies trom payment 
O payment upon invoi 


turer. Most contracts 


ion regarding charge 


+ 


) non-pavment by 


world.” 


“The sales manager works for the sales rep; 
the sales rep works for the customer; and 
the customer is the kingpin in the business 
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Why deal 


yourself 


out with 


aces in 


your hand? 


McGraw-Hill Magazine of Metalworking Production 


OCTOBER 


3, 


330 West 42nd Street, New York 36 
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Right now, most businessmen are carefully studying 
the economic cards for 1959. After a less-than-record 
58, there are some varied forecasts. Thus, a hypo- 
thetical conversation might sound like this: 


You (an industrial supplier): “Things won’t be much 
better next year. Have to watch costs. We ought to 
hold back on advertising — and save the money.” 


To which we'd answer: “Can’t agree. First, advertis- 
ing isn’t an expense but an investment in holding your 
market. Second, advertising today is surest way to get 
bigger share of business as Metalworking turns up. 
Signs of this evident now.” 


Then you would reply: “That may be true, but our 


business depends on capital spending. Fifty-nine 
expansion plans don’t look too promising.” 


Our rejoinder: “Maybe not at this moment. But look 
at the equipment replacement market. Preliminary 
results of the 8th American Machinist Inventory of 
Metalworking Production indicates that more than 
half the Metalworking machinery in the U.S. is obso- 
lete — over 10 years old. That means only one thing: 
potential sales.” 


You (with a questioning look): “Sure, if we can only 
get them to spend the money.” 


Then we say knowingly: “They'll spend it —if given 
good reasons. There are plenty. Higher production, 
lower per-unit cost. Better competitive position. 
Stronger profit picture.” 


You: “What’s that got to do with advertising?” 


Our concluding argument: “Easy. Application /speci- 
fication advertising is the most effective way to get 
basic reasons for modernization to Metalworking 
production engineers and executives. These are the 
men who plan, propose and sell modernization to 
management. 


American Machinist is far and away the most direct 
way to reach a Metalworking production man. It’s his 
magazine. That’s why more of them subscribe to it 
than any other Metalworking publication. 


— 
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Here's a REAL Pocket Secretary... 


just the thing to give to your customers as 


NAME AND AOORESS TELEPHONE 


a good-will gift—or to your salesmen, 
dealers or distributors at meetings, con- 


ventions and other important gatherings. 


Available in Genuine Morocco, Genuine 
Cowhide and Genuine Pigskin. With your 
ad stamped in genuine gold, it is a useful, 
continuous reminder of YOU. 


Let us know the quantity you need — we'll 
send cost information promptly. 


Minimum order — 25 pieces. 


For sample of No. 921 as illustrated, send 
$3.00 — rebated on receipt of an order. 


ADVERTISING CORPORATION OF AMERICA 


Manufacturers 


Easthampton, Mass. 
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Select the right man, help him 
through proper communications, ef- 
fective direction and inspirational mo 

ition, and you, too, will find it 
npavs to do business through manufac 


turers agents. ¢ 
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CAVE UP TO 40% 


On Your Desk Calendar Advertising 


COCTE AC LITTIE 
AS $1.16 each! 


COMPARE 


this calendar—price for price 

and feature by feature— 

with any other calendar 

you are now using or have seen 
for sales promotion purposes. 


With the BDA-46, 


you can reach more buyers, 4 desk calendar works 

at lower cost, all year long at one low price 

than previously possible. where buying decisions are made... 
Not sold at Retail. your customer's desk. 


Send For Free Kit of Effective Desk Advertising Programs 


KEITH CLARK, INC. 


ADVERTISING SPECIALTY DIVISION 15 UNION STREET SIDNEY, N. Y. 


Conversation Piece 
YOUR THOUGHTFUL 
GIFT OF KEM CARDS 


The unique quality of KEM 
Playing Cards—(they’remade 
of lively plastic, have the rich 
feel of antique linen)—in- 
spires conversation at the 
table. Thetalk inevitably leads 
to you, to your good sense 
and taste in gifts. KEM Cards 
are washable . . . stay crisp, 
fresh, playable for years. 
They’ve got what your friends 
want in a gift to get. . . what 
you want in a gift to give. 


Give KEM for Christmas! 


BEAUTIFULLY DESIGNED 
BOXED IN PLASTIC 
DOUBLE DECK... $7.50 retail 


Quotations and Catalogue on request 


KEM PLASTIC 
PLAYING CARDS, INC. 


595 Madison Ave., New York 22,N. Y 
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Carnation Generates 
Sales Steam 
With Premium Offers 


Doghouse plans go into their third year... 
now there's a gasoline-powered ''satellite." 
Sometimes there's a premium for mama, the 
family purchasing agent. Premiums help Frisk- 
ies maintain position in a competitive field. 


en 


Ris kigs : ‘pans 
SATELLITE | @ SOP Fer 


WIN YOUR SATELLITE! 


AB powers GAS ENGmE 
DATO erenven 


Because last week was National 
Dog Week, you may have found 
yourself exposed to some newspaper, 
radio or TV advertising that urged 
you to build a doghouse for your fa 
vorite pet. And told you how to 
vo about it. 

This activity represented yet an 
other round in promotion by Carna 
tion Co., in behalf of its Friskies dog 
food, of a premium offer introduced 
two vears ago. The offer: “Building 
Plans Tor > Deluxe Dog Homes,” ob 
tainable by sending $1 and a Friskies 
trademark from a Friskies package. 
Single plans are 25¢ plus the trade 
mark. Included in the shipment are 
specifications and materials lists. 

Carnation Co. is an inveterate user 
of premiums. The doghouse idea is 
one that has produced some extra 
dividends in the form of favorable 
publicity. 

Carnation’s plans are adjustable for 
ill sizes of dogs from toy fox terriers 
to St. Bernards. If “The Studio” 

with removable roof) or “The Mili 
tary’ doesn’t bring a tail-wag, the 
owner can try “The Buckingham” 
(sentry box style, very English, for 
guard dogs) or ‘““The Sunshine’ (see 
photo) or “The Suburban” (with a 
terrace that can be rolled right unde 
the floor 

A sixth plan has just been added 
says Norman R. Berkness, merchan 
lising manager, Albers Milling Co. 
pet foods division. “This is a combi- 
nation traveling case and indoor dog- 
house—a multi-purpose home. A dog 
likes security. When visitors come, he 
often becomes nervous and likes to 
retreat to a special indoor house—a 
place with which he is familiar.” 

“There has been a brisk demand 
for the plans; at the moment we are 
even caught short with embarrassingly 
low inventories,” says G. A. Honold 
Friskies division advertising manager. 
‘They were introduced originally at 
the Dogs of All Nations show during 
1956 National Dog Week at Rocke 
feller Center, and have been publi 
cized at succeeding dog shows. Princi- 
pally they have been sent to consumers 
as bounce-backs follow-ups to de- 
scriptions in a ‘Dear Pet Owner’ let 
ter sent to customers who accepted 
our direct-mail, newspaper, or maga- 
zine offers to receive three 15¢ cou 
pons good on Friskies purchases. 

“NTodels of the houses appeared on 


FOR SPACE-MINDED YOUNGSTERS: 
Carnation‘s current premium is a satel- 
lite-with-motor, gasoline-powered, that 
zooms to 1,500 feet. To get it a child 
sends in three Friskies labels and 
$9.95. It’s taking the trade by storm.” 
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TO SELL MORE 


Guns are generally designed for specific use. 

As you would not stalk elephants with a ‘‘22” rifle, 

neither should you use “‘small bore’’ advertising media 

when hunting greatest sales in the nation’s top markets. 
The BIG targets require your largest ammunition. 

Maximum sales volume can be achieved by concentrating 

a sizeable part of your advertising effort on the FIRST 3 

markets of New York, Chicago and Philadelphia— markets 

which account for about 1/6 of Drug sales, 1/5 of Food 

sales, 1/5 of Furniture sales, and more than 1/4 of total 


The group with the Sunday Punch 


... I'S FIRST 3 FIRST! 


U.S. Apparel sales. 
In these outstanding urban sales centers the family 


coverage of General Magazines, Syndicated Sunday Sup- 

plements, Radio and TV thins out. Only FIRST 3 MAR- 

KETS GROUP delivers a saturating 62%, family coverage 

of these 3 city and suburban markets where 18° 7 of total 

U. S. Retail sales are made. To make your advertising sell 

more where more is sold... it’s FIRST 3 FIRST! 
Circulation nearly 6,000,000. 


New York Sunday News Coloroto Magazine 


FIRST 


MARKETS GROUP 


Rotogravure e Colorgravure 
New York 17, N.Y., News Building, 220 E. 4 


San Francisco 4, alif., 
———— 
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L2nd St., MUrray Hill 7-4894¢ Chicago 11, 1ll., Tribune Tower, SI 


155 Montgomery St., GArfield 1-7946* Los Angeles i, 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today”? Magazine 


perior 7-0043 


Calif., 3460 Wilshire Bled., DUnkirk 5-3557 


Carnation Friskies 


(continued }) 


al network television shows and 
fe and other magazines and sun 
supplements. 
Between October 1 1956, and 
1957, we received 6500 
the house plans. By now 
10.000 of 


1 
Septet DET - 


11 
nt out well over 


er dog housing 


ame izmh the “dog 
studie f E. M. Gildow 

DD. V. M., director of research for 
Friskies Research Kennels at Carna- 
on, Wash., some 30 miles out of 
Seattle. Dr. Gildow directed the 
housing, feeding and train- 
He has 


suldance now, 


researc h on 


vate owners 

but to demonstrate 

entinc care. 

Our Westpark Derriford Bafhe, 
Scotty trained by Bob Bartos, man 
iger of the research kennels, was best 
| breed at Westminster Kennel 
’s New York City show in Feb- 


of this year,” savs Berkness. 


Together Dr. Gildow and Bartos 
ive worked out the basic factors in 
our house suggestions which we pass 
| 

f 


, . | 
1i0ong with the nouse pil: to con 


sumers. We stress these six points: 


‘1. The right size sleeping area. 
This is based on a tested formula of 
illowing 36 square inches of floor 
every inch of the dog’s 
a ceiling 
hich is as high as the crown of the 


his shoulder, and 

log’s head when he is upright. 

’. Protection from the weather in 

ie torm oft ; dropcloth or 

bafHe. Protection from dampness with 

Hoor that is raised above the ground 
sl ib mn blo ks Oo! legs. 


‘3. A two-room construction with 
in entryway and a sleeping area, sepa- 
rated by a partition. Entrance to the 
sleeping area is through an opening in 
this partition near the back wall. This 
opening has a 4 to 6 inch curb which 
keeps bedding such as straw or shred 
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THIS WEIMARANER’S OWNER se- 
lected “The Sunshine” model doghouse 
for his pet. Carnation’s offer of build- 
ing plans for five different doghouse 
models has generated much construc- 
tive publicity for Friskies dog food. 


ded paper from working out into the 


entry. 


“4. A removable roof o1 
easy cleaning, and drain holes in both 
the entry and sleeping area. For con- 
rete houses drain pipes should be 


In. 


“5. Some provision for shade in the 
torm of an overhanging root, rooted 


porch or sunshade, or placement of 


the house in an area shaded by trees. 


i \ 1 
Choose the material—plywood, cin- 
block, galvanized 
metal or brick—to suit the climate. 
In warm areas, a single-thickness roof 
that can be tilted for 
excellent. So are hinged ‘windows.’ In 
cold areas, double thick or insulated 
roots should be used. 


house suited to climate. 


der r concrete 


ventilation is 


“Not only are customers sending 
for the house drawings, but we know 
they are building the houses and using 
continues Berk 
ness. ‘We are receiving several hun- 
from delighted 
dog fanciers saying so and praising us 
for supplying the working plans.” 

The purchase price assessed the cus- 


these Suggestions, 


dred letters a year 


tomer for doghouse plans barely pays 
the sending charges, ‘‘but this is chat 
acteristic of most self-liquidating pre- 
Berk- 
ness explains. “In Friskies we are al- 
ways looking for attractive, appealing 
premiums that will represent a good 


mium offers in the industry,” 


sound buy for the consumer. 
“Our industry is more competitive 


than at any previous time. Prepared 


dog food volume is expanding due to 
big annual increases in the dog popu 
lation and because more housewives 
are using garbage disposals and there 
fore feeding their pets fewer table 
scraps. Premiums are an 

part of our merchandising program. 
And we maintain a continuous, strong 
advertising and trade promotion effort 
throughout the vear.” 

The super doghouse plans lead a 
Friskies list of both for-dogs and fo 
masters premiums that is beginning 
to look like a mail-order catalog. 

With his new bungalow ready to 
occupancy, Bennie the Beagle Is surely 
entitled to his very own engraved, per 
sonalized doghouse sign (of plast 
Caronite for indoor or outdoor use). 
This is forwarded on receipt of 25 
trademark. 


and one pup-head 
| slack and wil 


sign, lettered in I 
measures 6 x 2 inches, and says ‘ 
Is My Dog House” 


name. Housewives order them fo 


above the 


second location: their hushands’ dens. 
Another of the Fri 
ly it the housew te 


skies prem 1TTs 
is aimed direct 
who, after all, 


goes to market for her fou 


is the one who most 

‘one 

footed boarders. This is a “250 name 

one for 25¢ and 
one pup-head proof of purchase. 

Still another premium which has 


and address tapes”’ 


become a regular because of its popu 
larity, and which was highlighted 

the Sunset color page ads introducing 
Friskies ‘‘improved, 6-color, 6-flavor 
liver, fish, chicken, meat, milk and 
cubes,” is t 


\ egetable ) a Ss ooped oO 


dish designed by professional 


breeders. \Mlade of heavy gauge Reyn 


Teé ede 


Is non-tippa 


olds aluminum, the dist 
ble and easy to clean. The $3.50 value 
Jennie-the-Beagle for $1.50 


iskies pup-heads. 


goes To 
ind a couple of Fi 

One of Carnation’s most expensive 
premiums from the company angle is 
ree to the customer. It’s a 24 page 


? 
Tr 
booklet covering training, feeding, ex 


ercising and other directions, called 
“The Dog in Your Life.” The new 
1958 edition is now being distributed, 
principally through “send for it’ in 
Friskies 
issues specialized pamphlets on “Tray 
eling With Your Dog,” “Care of the 
Older Dog,” and kindred subjects 
I primarily 


but these are 
through markets at point-of 


vitations on food packages. 


released 
gratis, 
purchase and through veterinarians 
and at dog shows. 

One of the most costly premiums 
ised to date, from the consumer view 
point, is the satellite-with-motor now 
on display in food outlets. The scien 
tific toy is made by Wen-Mac and 
will be its major space-age Christmas 
line to be sold this December in de 
partment stores and other retail mai 
kets. Currently it is exclusive with 
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COLOR LINEAGE ts UP wn kansas city: 


98.1 
GAIN 


first 6 months of 58 


yee in Kansas City are discovering the smash merchan- 
dising impact of color in a prestige, home-delivered newspaper. Color 
orders now on hand at The Star indicate continued rapid increase in 
the use of this brilliant sales tool. 


Star color service is flexible. Advertisers have choice of 7-day 
| 3-time-a-week R. O. P. spot and full color in full page or fractional 
units (1,000 line minimum). ‘Top quality reproduction is assured by 
The Star’s all-new, high speed color press equipment. 

In Kansas City, business pickup is marked. The big selling season 
is just beginning. Give your merchandising here the power-punch of 
Kansas City Star color advertising. The superior results amply justi- 
fy the color premium. The Star’s 98.1% color linage gain—nearly 
double—indicates_ sales “pay dirt!” 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave 202 S State St 21 E€ 40th St 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3.6161 GArfield 1-2003 
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ils Ising the satellites for prizes. 
Point-of-purchase aids were contest 
paste-over sheets and free-drawing 
blanks. 

Berkness comments: “‘A couple of 
weeks’ rating by our merchandising 
measuring service shows that the satel- 
lite has taken the trade by storm. Our 
ise of this particular type of premium 
was inspired by the success of another 
motorized toy, our ‘Friskies Flyer,’ 
an automobile which was distributed 
to consumers at $10 each. Our sales 
men had over 10,000 market displays 

uring those in stacked can and dry 


floor setups. 


ROCK ISLAND, MOLINE, EAST MOLINE, ILL. AND DAVENPORT, IOWA 


QUAD-CITIES MARKET DIGEST 


@ quick summary of market data for sales managers 


his is no secret... 


We're just restating what others say*— 


“Business is quite 


good on the Illinois side 
of the Quad-Cities.”’ 


For six consecutive months, January through June 1958, 
Rock Island, Moline and East Moline are rated as “pre- 
ferred cities" by Sales Management. Retail sales here are 
above the national average. Local retailers report steady 
buying—month after month, with prospects for the rest of 
1958 even better. 


Advertisers who seek profitable markets can find one here, 
well worth an investment in advertising space, right now. 


*Loca/ retailers, Sales Management 


The "preferred cities'' of Rock Island, Moline, East Moline 
are on the Illinois side. These newspapers cover them— 
without duplication. 


THE QUAD-CITIES LARGEST COMBINED DAILY CIRCULATION 


THE MOLINE DISPATCH 
THE ROCK ISLAND ARGUS 


For complete market and coverage data contact 
Mr. Harold Swanson at The Argus or Dispatch 


“Still other premiums have been 
plastic hand puppets and dogs.” 

Carnation presents a_ periodical 
Friskies Fidelity Award to human be 
ings who risk their own lives to save 
those of dogs. ““This has rewarded us 
with good national press notices,” 
Berkness reports. “The plaque with 
citation was given earlier this year to 
Victor Brand, Long Island, N. Y.. 
who rescued a dog from a burning 
house.” 


Friskies, having entered the mai 


ket in 1933. is celebrating its 25th 
anniversary this autumn. A_ food 
called Huskies, named for the Alaskan 
sled dogs, was its predecessor, and 
Albers Milling Co. (pet foods, 

mal foods and cereals) owned 
name. Carnation absorbed Albers 
1929. It continued the research and 
testing, at both the Carnation, Wash. 
kennels and the Carnation lab at Van 
Nuys, Calif., that has marked each 
step since the Huskies name was 
dropped and Friskies introduced. 
After Friskies in cube form found a 
Western welcome, dog meal was in 
troduced in 1939, canned Friskies in 
1949. 


Biscuits Test-Marketed 


| xtensive customer! surveys ind 
test-marketing paved the way for kib 
ble and biscuits in 1954. Two-color 
ads appeared in daily newspapers 
throughout the West, and afterward in 
Sunday supplements, Everywoman's 
Family Circle and Sunset. TV audi- 
ences were reached through the Burns 
& Allen show. Test-marketing went 
along from six months to a year in 
San Diego, Denver and San Fran 
cisco with price inducements. 

In the test-marketing of cubes in 
their new ‘6-color, 6-flavor’ form, 
Los Angeles was chosen for the first 
consumer tries. Next came the Mid 
west and Atlantic regions with try 
outs in grocery, feed and pet stores 
Pennsylvania to Nebraska and Okla 
homa to Minnesota. When that 
spread was certain, the company in 
troduced the product throughout the 
West. 

“After Six months we were enjoy 
ing repeat orders in all test markets,” 
states Berkness. ‘Response to the 
cubes astounded us.” 

Special studies of consumer prefe1 
ence in sizes of both dog and cat 
products have guided Carnation in 
test-marketing. “If we get burned in 
one little market, we can charge the 
mistake to trial and error and change 
our ways before moving further,” 
Berkness summarizes. “One general 
trend apparent in our experimentation 
is that toward larger economy sizes 
such as the 20-lb. bag of meal.” ® 
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Think of the impact added by 40% more space, by 


One of 7 ways your advertising dollars 
: < wide eye-stopping headlines, by extra room for your 
can work harder in 1959: Reader’s Digest coupons, by action shots of appetizing displays or by 
big product pictures. Whether you prefer to use black 
& white, 2-color or 4-color, you can now have the 
advantage of bleed at no extra cost—in Reader’s Digest. 


And these 1959 values can begin in 1958! The Digest is 
making these benefits available to all advertisers now. 


‘gives you the option of using bleed pages 


throughout the issue, at no extra cost. 
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In planning your 1959 advertising schedule 


consider these 7 new advantages 


in Reader's Digest 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


4-color advertising for only 13.1% more than black & white 
Half pages in U.S. Edition for the first time 

2-color advertising at the same cost as black & white 

All advertising placed adjacent to editorial matter 
Bleed-page advertising —40% more space—at no extra cost 
New 11,750,000 circulation rate base 


Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


a 
Three factors DY 6 ( l¢ TS 
idvertising more effective in the Digest. It c 
ot only the largest magazine audience in the : (98. 4 | io 
but the best coverage of the top-income 
rroups. And it has a built-in believability unmatched 
by any other magazine and unapproached by any 
other medium. Put Reader’s Digest to work for you 
ull through 1959. Call MUrray Hill 4-7000. 


ADVERTISING REVENUE $1,787,966 


$1,500,830 


——— | Sa 
YEAR JAN.-JUNE 
1957 1958 


People have faith mn 


So far in 1958, advertisers have invested 19% more . 2 
in Reader’s Digest than in the same period last eader | Di est 
e proof of their successful use of the magazine. /€C J Ne) J 


Large sf magazine circulation in the U.S§.— Over 11,750,000 copnes bought monthly 


He Who Laughs First, 
Sometimes Beats the Competition 


holders began wantin te a . kK, \\ agner bot! 


Cs00s¢ Foods \ | three 1 stock 
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nd 1958 sales that are with their money. t the bovs did w 
t S10.000.000. does bu he report is designed t ! | 
r| light-hearted the companys 10 years the 


things like [ ness and the only eally serious 
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lownward slide 


{continued 


"To develop international distribution, Granny 
Goose export brokers face rugged hardship and 
personal sacrifice as they travel into far-flung 
outposts of the world.” (Sub-caption: At present, 
shipments of Granny Goose products go to 26 
foreign countries.) 


. 


“Company executives are fun-loving and informal; 
like to be considered as ‘just one of the boys.'" 
{Sub-caption: Executives? Who needs ‘em?) 
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He Who Laughs First 


continued } 


“In advertising, Granny Goose avoids 
high-pressure methods; uses soft sell to 
win customer acceptance." (Sub-cap- 
tion: 1958 advertising budget, $325,000.) 


“Today, however, warm relationship exists be- 
tween grocers and Granny Goose.” (Sub-caption: 
1958 sales are expected to top $10,000,000.) 


"Sales were small in early days, and 
Granny Goose driver-salesmen worked 
hard to overtake competition.” 
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an exciting new selling force makes 


NEW ORLEANS 


an even more productive newspaper market... 


BOTH MORNING AND EVENING 
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MORNING & SUNDAY > EVENING 


On the afternoon of Monday, September 15, the New Orleans States 
and New Orleans Item appeared for the first time as one, one-derful 
new evening newspaper, called the New Orleans States and New 
Orleans Item. 

The new newspaper combined the features of both The States and 
the Item—Dagwood and Dick Tracy, Pegler and Pearson, Kilgallen 
and Fleeson, the high-reading local features of both. And, important 
to you, it combined the sizable circulations of both. 

Now, the newspaper advertiser in New Orleans may reach an 
evening circulation that means business . . . as well as the fabulous 
morning circulation of The Times-Picayune! and may reach them at 
an advantageous new rate. 

Hence, always one of America’s great productive newspaper 
markets, New Orleans can now be counted as even more attractive 
from the point of view of cost, coverage, and rewarding reader 
excitement. Ask Jann & Kelley, Inc., today. 


Che Zimes Picayune Publishing Company 


LAFAYETTE SQUARE, NEW ORLEANS 40 


Represented nationally by JANN & KELLEY, Inc. 
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7 Common Causes of Salesmen Selection Errors 


Insufficient Recruitment 5. Failure to Relate the Man to the Job 
Hurried Selection 6. Unreasoned Prejudice Against 
Psychological Tests 


Incomplete Investigation 
Untrained Interviewers 7. Clinging to Fallacies 


Cost of Poor Salesmen Selection 
By T. R. MARTIN, Ph.D.* 
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4. Untrained Interviewers 


Nowhe e 1s the fundan ental opt 
sm of sales managers better d: 
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3. Incomplete Investigation 
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SUNSET? OR SUNRISE? 


An advertising campaign may seem to have lo tell sunset from sunrise 1s one of the best 


had its day. Actually, it may just be dawning services which an advertising agency can of- 
in the minds of its prospects, fer its clients. 
Many a campaign is killed before it does its 


Equally important is the creative foresight 
best work because someone at the agency 


that has another great campaign ready for 


or the client’s office—becomes bored with it. — the moment the sun really sets. 


YOUNG & RUBICAM, INC. 


Advertising NEW YORK *® CHICAGO FRAN 


rY * FRANKFUI 
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5. Failure to Relate the Man 
to the Job 


terms 


pressures, su 


WW, Oppor 


tunities, con 
i host ot other 

the man, his past, hi 
1 | tudes. A man 


only 


rate. 


that the company’s selling iob de 
actually did 
and that promotion opportunities were 


better than they actually were. (Sales 


inmanded more than it 


idealize 
with 


Managers rathe: commonly 


recalling 
selling days 


the salesman’s job, 
misty eves their own 
advancement through the 
Salesmen 


ind their 
anks. ) 

when they discovered that promotion 
opportunities were decidedly limited 
and that the selling job called for 
very little creative selling. Develop 


were departing 


ing a more realistic picture of the 


job was the first step in correcting 
selection procedures. Thereafter the 
ompany was much less prone to hire 


men whose aspirations it could not 


6. Unreasoned Prejudice Against 
Psychological Tests 


It may be that aptitude or psycho 
logical tests will not help some com 
panies. Undoubtedly they will help 
only if properly used. Certainly they 
will not always be reliable. But none 
of these facts justifies an out-of-hand 
decision that psychological tests are 
just a lot of “hokum.”’ 

Because of the unlimited number of 
ariables in any given case, it is diff 
ilt to prove scientifically that tests 

valuable. Sales managers, neve 
theless, cannot overlook the fact that 
thousands of their colleagues, in com 
panies noted for excellence of man 
agement, have satisfied themselves by 
means that 


empirical psychological 


tests help reduce selection errors 
7. Clinging to Fallacies 


No attempt will be made here to 
atalog all the false beliefs, some ot 
them downright which 
some sales managers cherish. ‘They 
range all the way from hiring only 
tall men to avoiding men with high 
foreheads. Some of the most common 
ones merit mention, however. 


ludicrous, 


—"'l can pick men." 


Typically, a new sales manager 
indergoes no training and precious 
little study before he makes his first 
Instead he relies 
ipon some God-given ability to weed 


out the likely failures. Only after a 


selection decision. 


number of “burnings” does he realize 
that his criteria are unsound. Some 
sales managers never realize it. 

If experience teaches anything, it 
tear hes that there Is no easy Way to a 


good batting average in selecting men. 


—"! can afford to take a chance 
on this one.” 


Even sales managers who know the 
reliable guide rules are often tempted 
to make exceptions. True, there will 


be ex¢ eptions to the l iles but no posi 


tive means of detecting them have 
been developed. ‘The number of times 
one can accurately pick the exception 
should be balanced against the num 
ber of times one is wrong. Then the 
price of trying to beat the odds will 


be painfully evident. 


— "Give me a good clean-cut young 
man and I'll make a salesman out of 
him." 

If selling were entirely a matte: 
of learning and attitude, there would 
be some justification for this idea. 
Attitudes can be changed and, given 
enough time, most. skills can be 
learned. But suppose the applicant 
really does not have interest in sell 
ing, just thinks he has. Can you instill 
it in him? Suppose, under an impres 
sive facade, he is unstable. Are you a 
psychiatrist? Suppose his wife haras 
ses him to death so that he cannot 
concentrate on his work. Are you a 
marriage counselor ? 

There is an old saw, “You can't 
make a silk purse from a sow’s ear.” 
It’s still true. 


—"A good salesman can sell any- 
thing." 

This is the romanticized version of 
the salesman who never was. Few, if 
iny, salesmen can successfully sell 
everything tor every company. A good 
insurance salesman cannot necessarily 
succeed in selling rubber footwear, o1 
a food salesman in selling foundation 
garments; the job 
usually 


differences are 
Even within an 
industry, policy variations from one 
company to another can be the dif 


ference between success and failure 


too great. 


for an individual salesman. The “guy 
who can sell anything” is largely 
apocryphal. 


—"Every salesman should be a 
potential manager." 

Even if this were true, how are you 
going to promote evel vbody ? If every 
one you hire is a potential sales man 
ager, won't you have many frustrated 
salesmen on your hands when the 
promotions don’t come fast enough? 

We must get over the idea that 
everybody should be promotable or 
even wants promotion. Surely there 
journeyman 
salesman in our business society. 

The difference between the league’s 
leading hitter (salary: $75,000) and 
1 good hitter (salary: $15,000) is 
only about thirty points 


is a place for a good 


three hits 
in one hundred trips to the plate. 
\Iavybe the difference between an ex- 
cellent picker and a good one is only 
three fewer mistakes in a hundred 
selections. 


Don’t go for the bad balls. # 
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is is the size we use for the Growing Greensboro Market!” 


Whip up high-standing sales figures easily, instantly 
by delving into the Growing Greensboro Market. It’s 
a miracle mix of current prosperity and record growth. 
In per family retail sales, the Growing Greensboro 
Market ranks fourth in the Nation and second in the 
South. One-sixth of North Carolina’s population live 
in this prosperous market and account for one-fifth of 
the state’s $4 billion annual retail sales. Follow the 
simple directions of successful advertisers. Run regular 
schedules in the Greensboro News and Record and 
you'll have a package that produces constant and 
continual sales. Over 100,000 circulation daily. Over 
400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Sales Management Figures GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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Here's a Proven Business Getter 
All Salesmen Should Have 


POCKET RUBBER STAMPS 


to Make Unforgettable Reminders 
for Customers and Prospects of 
Every Unusual Offering, Special 
Deals or Exclusive Sales Points. 


“ "7 " 
icc |) -STAMP IT! 


fo It's the 
Rage 


x 


It's Handy — It's Dandy 


MOSS Stamps are: 


Inexpensive in quantities 
simple and Easy to use 
ind Effective 
lime Savers 
Cheaper than printin 
Lseful 365 days 
The 


Important Messag s I 


eft in 
Prominent Places 


as 6 


REMINDER 


Constant 


agents and =«6salesmen = calling 


novelty, appli- 
< and department 
the MOss METAL Custom-Made 
tural for all REMINDER 


e can be on 1 to 


drug hardware 
onfectionery stores 
Stamps 
Purposes 
5 lines, 20 charact 
ure furnished inked 
» use, Returns are fabulous. No 

svailable does 


ind =the 


line. Stamps 


such an order- 
cost is unbelievably 


SALES MANAGERS! Write 
ud fe ample and Prices 

how many 
Deliveries Made 


on your letter 
bs in quantities 
ou could use at a 
Within one week 


SAMUEL H. MOSS, Inc. 


36 E. 23rd St., N.Y¥.C. 10, Dept. SM-1003 


NEW IDEAS 
IN 4-COLOR 
BULLETINS 


Fresh, lively formats for 
letters and self-mailers 


FREE CATALOG 


of 22 new designs f 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


When Buyers Say "Hurry!" 


Swift & Co. sells perishables. So it is imperative to answer queries 
promptly. A new system cuts time lag 50°/,, saves money as well. 
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“we know there will be savings 


as well as greater efficiency.’ 
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ilue of the system to sales 
augmented by the fact that it con 
nects not only the major cities where 
Swift has branches, but the units with 
in the 55 marketing areas served. It 
s a Godsend to sales. ° 
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be moved rapidly into 
yuugh nationwide dis 


Jolly adds. “Obviously, 


thre 


“Are You Getting the Most From Your Agency?” 


This question should be asked of and of advertising 
managers, too. There are two other important questions, also: “Are you 
really helping your agency to serve you?” and “Do you have a healthy 
economic relationship with your agency?” 


sales managers 


The answers to these questions are vitally important to the success of 
the sales operation. I have spent a number of years 


studying agency- 
( sales manager, as Exec. V.P. of a 
and as Editor of Advertising Agency Magazine. 
In these positions I have solved agency-client relations problems for my- 
elf and others, and I know why so often the questions asked above 
be answered “No.” 


1T1eVeE 


‘hent relations—as an ud manager, a 
1A agency, 


I can help you be sure your answers will be “Yes.” I am avail- 
m a consulting basis to review in detail your agency relationship 
how you how it can be strengthened to the profit of both 


your 
and your agency. 


ROBERT DOUGLASS STUART 


ROOM 1904 ¢ 375 PARK AVENUE « NEW YORK 22, N.Y. * PLaza 1-4530 
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grow with OKLAHOMA 


the inland island... 


Oklahoma is an island of prosperity in a sea of national recession. 


During the first six months of 1958 federal tax collections in 


Oklahoma reached an all time high of over $816 million . .. an 


increase of more than $24 million over the previous year. 


Retail Sales in Oklahoma topped $1 
billion 203 million for the first six months 
of 1958, an increase of nearly $27 million 
for the same period of 1957. 

On the Agricultural Front Oklahoma 
farmers have just added $198 million to 
their income from the largest wheat crop 
ever harvested in Oklahoma. 

In addition, their livestock is bringing 
the highest prices and largest income in 
many years. Oklahoma’s crops of cotton, 
corn, peanuts, grain sorghum and broom 
corn are bringing near record returns. 

Recent abundant rainfalls forecast ideal 
conditions for fall planting and another 
year of record crops. 

Our Biggest Utilities are preparing for 
increased demands which are inevitable. 
Oklahoma Gas and Electric Company, for 
example, is investing over $170 million in 
new facilities to furnish needed power. 
Southwestern Bell Telephone Company, 
after spending over $135 million in Okla- 
homa in the past five years, has now bud- 
geted another $157 million for additional 
development. 

The Western Electric Company is now 
operating a pilot plant for the training of 
employees to man a $35 million factory to 
be built on a plant site of 210 acres. 


Home and Industrial Building .. . In 
Oklahoma City, residential construction 
in the first six months of 1958 increased 
26.3 per cent over the same period in 
1957. Over $80 million in new industrial 
and business construction is now under 
way in the Oklahoma City area. In addi- 
tion, Federal projects totaling more than 
$35 million are also in the works. 

Retail Trade . . . The newest of the 
many new giant shopping areas under 
construction in Oklahoma City is the 
Belleview Shopping Center, a mall-type 
52-acre site which will contain 49 new 
stores that will include a Montgomery 
Ward store of 214,000 sq. ft., the largest 
in the United States. 

Roadbuilding . . . Oklahoma City has 
laid out and acquired rights-of-way for 
110 miles of expressways in and around 
the city and construction is about 30 per 
cent complete, with many millions in 
additional contracts already let. 

This $100 million program is only a 
part of the biggest state-wide road build- 
ing program ever planned in Oklahoma. 

Population Growth A National 
magazine has listed Oklahoma City as one 
of the five fastest growing cities in the 
nation, with estimates that her population 
will double by 1975. 


The present, however, is as bright as the future. 
Oklahoma City is an island of opportunity right now. 


To find income, go where income is. 
Oklahoma can't be beat. 


SUNDAY 
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35% or greater 


15% to 35% 


OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Co. 
Represented by The Katz Agency 
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Why the Monkey Business at Easy ? 


tures auton 


combinations 
competitive market and general manager of Easy. 


a highly 


washers, aryers 


troduced to the June meeting by 


what is cel Parker H. Ericksen, vice-president 


1. is generally known to be on Reversing the usual, time-worn 


1 n akes 


antiquated sales 


market. 


The latest idea was 


efiorts to escape 
techniques in this Socrates became the “monkey on the 


al 


procedure of rewarding the top man 


back” for the low man on the sales 


(and still is totem pole. Ericksen explained that 


embodied in the small bundle of fur the rules of the game were that the 


Known as ‘Socrates, 


tall squirrel monkey 


CO-PILOT: “Socrates” is getting used to traveling 
with the low -salesman - on - Easy’s -totem- pole. He 
perches on the windshield as a constant reminder 
that his ‘bess’ had better make the sale, and today! 


“NOT THAT ONE, DOC.” Socrates hasn’t the best 
of sales judgment. Little does he know his Easy- 
salesman boss has been trying to make this particular 
sale for weeks. The boss finally told Soc to buzz off. 


a six-inch (less low salesman inherited Socrates as a 


who was 1 partner tor two weeks and that the 


WHAT’S NEXT? This little simian has a bump of 
curiosity. With gimlet eye fastened on his traveling 
companion he seems to take exception to every call 
card that’s pulled out. Disconcerting? Of course. 


ON OUR WAY: People may get the idea that 
Socrates and his boss are a travelling organ grinder 
outfit. But little Soc has helped his boss earn more 
than peanuts and dimes. He eases resistance. 
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monkey must accompat him on all ‘veland, Columbus, Dayton, De 1 stride the responsibility he share 


calls to distributors and dealers. If roit, Ft. Wayne, Grand Rapids with his more sales-experienced pa 


Socrates was ever left at home or in Saginaw, Toledo, Youngstown ners. He's v7 ined weight on his diet 


+ 


the hotel room, another two-week Birmingham, Chattanooga, Jackson of dog food (his tavorite meal 
‘partnership’ was added. In between Knoxville, Little Rock, Memphis grapes, raisins and oranges ; t at 


hitches SOK Was to spend a week Nashville and Pensacola. least one ot his 


“boys” claims to 
it home in Chicago recuperating [he first man to share selling lost a few pounds trom the strain 
trom his road trip. duties w ith Socrates ¢ limbed tron leading socrates around on 


Distributors on the salesman’s route last to third place in the Easy sales and from trying to qualify su 


as: 


were to be alerted as to what was ladder, and the firm reports an ave! on his expense account 
two cans dog food, half pound g 


happening and asked to keep a sharp age increase in sales of 27.2% for all 


eye for the salesman-monkey ‘‘team.’ salesmen assisted by the monkey. one orange for monkey.’ 
Probably the most-traveled mon How did “Soc” take all this? For an idea of what a day 
key in the country, Socrates so fat Attired in red trousers, he attracted life of a monkey on a salesman s 


has visited Atlanta, Charleston ittention wherever he went, taking . here’s Soc’s story. ® 


THE BIG “HELLO”: Doors open when the Easy THE FINE POINTS: Socrates has learned his way 
man-with-the-monkey-on-his-back arrives. The sales- around washers. He insists upon getting into the 
man hadn’t been able to get past the receptionist’s demonstration act. His boss has threatened to give 


desk until a monkey entered the picture. him a damp-dry spin if he jabbers during sessions. 


“SIGN THAT ORDER!” Socrates wants the guy HOME AGAIN and what an exhausting day! Socrates 
to make with the signature so he and the boss can is just in time, after eight hours of sales calls, to 
get on to the next call. There’s a crazy steno there tune in on Zoo Parade and catch his friends. Poor 
who loves to feed him grapes and it’s hig snack time. guys, he sighs, they don’t know what they’re missing. 


OCTOBER 3, 1958 


Sales Managemen EXECUTIVE SHIFTS Sat Nutone ce... 
IN THE SALES WORLD © keting: Robert a 


pointed v-p, manager ot sales. 


con deliver... 


Capital Airlines . . . Hotpoint, Inc. . . . 
NEW MAPS Walter H. Joh ippointed John F. McDaniel named general 
eel ‘ bl 


FOR | sident tf marketing, a manager, newly estal 


Ss 
t 


MARKET b Crown-Zellerbach Camm. «+ Kaynar Mfg. Co., Inc. . . . 
PLANNING . Robert L.. Appling named director | Kenneth D. Davis named domest 


ot sales, Western-Waxide Division. d international sales manager, Rob 
SY Ne) "rt - Randall ad\ inced to gene il 
Ss A.B. Dick Co... . nanager, both of the Kaylock Diy 
) ( \lexandet hn appointed gen sion, 


sales de 


Sr lo 
"il National Can Corp. .. . 
Fairchild Engine and Airplane J. B. Wharton, Jr., elected pres 


_ 


and 
ales Management’s big ee ° , dent and chiet om itive ofhcer. y. ¥ 
six-color 1958 County Out- ke James Pfe fer elected vic e-presi areapee) appointed general manager, 
line Retail Sales Map,. the lent, Marketing ymmer , Atlantic Division. 
mly such map devised for 
ales and advertising ex- 
ecutives, shows 1957 retail 
sales, 1958 population — 
and more: 


Rubbermaid, Inc. . . . 
Fostoria Glass Co. eee Edw ard J. Ik redericks named direc 
R. F. Hannun lected presi tor of marketing; Lawrence A. Hoge 
D. B. Dalzell elected 


reT ° " . 4 tration. 


promoted to manager, sales adminis 
"Tal Manag 


—=All- Metro County Areas clearly ner appointed sales ina 
defined. Towle Silversmiths .. . 

—county names in large, legible General Electric Co. . .. Edward W. Mulligan appointed 
type. Walter F. 

—counties with retail sales of $100 ‘ 
million or more shaded in red. 

—counties with retail sales of from p 
$50" million to $100 million ; Tuthill Pump Co. . . « 
shaded in green. B. F, Goodrich Co. —o Michael }. Ne aughev named gen 


es C. Richard Jr... named eral sales manager. 


| 
sales manager, sterling silver flatware 


and holloware. 


—counties with retail sales of from Jan 
$25 million to $50 million shaded e-president, les = ¥ 
in yellow. ndustrial oducts Co. vision. White Motor Co. ... 


—counties with retail sales of from irner appointed v-p. ma Harry D. Weller, Jr., appointed 
$10 million to $25 million shaded tir ;oodrich Chen e-president, sales, White “Truck 
in blue. ein , ivi 

—1,137- cities with retail sales of 
$25 million or more, with popu- 
lation indicated. 

—enlarged projections of all con- 
gested, small-county areas, show- 
ing county lines, names. 

—all counties with 1957 per family 
retail sales higher than national 
average clearly shown. 

—339 counties in which retail sales 


have increased 15% or more 
since. 1954 To market where they get their eggs, bread, vegetables and other 


food. A recent study on ice cream made by the Paraffined Carton 
Research Council, Chicago, revealed that 99% of consumers in- 
terviewed said they purchase ice cream regularly as a household 


on 


Ice Cream: New Grocery-List Staple 


Housewives are picking up the family ice cream along with 
the family groceries these days, buying it in the same super 


Sales Management's Coun- 
ty Outline Retail Sales Map, 
27”x41”", is available now, staple. 


will be tremendously help- 
ful to you for immediate 
and future sales and ad- 
vertising planning. Mailed 
post-paid. 


Price: $3.50 for single copy; 
$3.00 each for two or more. 


Write: 


386 Fourth Avenue, New York 16, N.Y 


Once considered a mild sort of luxury, ice cream has changed 
its role probably because of three factors, says Harold Robbins, 
Council executive secretary. These are: 

1, the increasing number of new refrigerators with big freezer 
compartments; 

. the growing number of home freezers; 

. the introduction of half-gallon cartons of ice cream. 

What’s happened tothe old-fashioned hand packing of ice 
cream? The Council’s survey found that it is a rapidly disappear- 
ing process. In some areas more than 95% of ice cream pur- 
chased at retail is factory packed, with less than 3% hand 
packed. Up to 10% of consumers buy both factory packed and 
hand packed. 
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It costs a com 
inquiry. Are you willin 
telephone the prospec 
interested in your product? To sell? 


pany about five dollars to process an 
g to invest just a few minutes to 
+? To take time to find out who's 


9 
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By C. V. GREGORY 


General Sales Manager 
Reliance Electric and Engineering Co. 


S iles promot oO 


headgq larters 


these inquiries ? 


ting, and that reason 
1 lent to make a sale. 


might be suff 
He writes in; the 


advertising oO 
1 . - + + } 
sales promotion dep irtment sends nin 
covering the 
which he’s interested, and 


es h l! the 


product ol 


name and address of 
sales office. If 
itten his inquiry on his com- 
letterhead, 


his nearest company 
he has W 
pany indicating his posi- 
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: » to the office nearest to him 
tor rect follow up. 
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litera 
is as informative and complete 
yracticable, it still cannot substi 
for a personal call. And this is 
» most is tend to stumble. 
lon’t =e 
Ww ho writes mn 


vou say. “My hands are f 


ila accounts 


tO visit every 


le who 
is probably 


1 
italog 


1 
inywat just Wants to LOOK 


vou if the inquire ofters any 

possibilities. the phone 

Ils in where you can: while waiting 
to see a customer, oO 

1-minute lull before lu 

Don’t guess about an inquirer. You 
can't tell by title or company whether 
he will or won't buy. You've got to 
talk to the man. It only takes a few 

nutes and a dime to find out. 

It costs the average company about 
five dollars to process and mail an 
answer to each inquiry. A ten-cent 
ante trom you can make this invest- 
ment pay off. Take time to phone. 
Take time to find out who’s inter- 
ested in your products or services. 
‘Take time to se/// @ 


IN 1957: 


More children UNDER 5 
were hit by 


CRIPPLING POLIO than 
any other age group 


GET 


SALK SHOTS 


FOR YOUR CHILD 
Now! 


THE NATIONAL 
FOR INFANTILE 


FOUNDATION 
PARALYSIS 


SALES 
MANAGERS 


for 


EASTERN and MIDWEST AREAS 


build 


¢ Can you 
surely? 


swiftly and 


Are you 28-55, with proven 
ability to sell, recruit, select, 
train and supervise? 


Do you have successful past 
record in educational field or 
comparable sales-executive 
background? 


Have you late model car and 
are you free to travel, married 
and bondable? 


If your answer to all four questions 
is “Yes'"’ — one of the nation's top 
extension-resident training institutes 
offers unusual opportunity, incentive 
and earnings. 


Replies confidential — Write and 
send complete resume to: 


NORTHWEST SCHOOLS 
737 N. Michigan Ave. 
Chicago, Ill. 


Selling Is Not a 9-to-5 Job 


Manufacturers agents and their salesmen were polled recently to find out at what 
times in the day they make their sales. The questioning was done by A. D. Albee of 
Albee-Campbell Co., the New Canaan, Conn., company which has supplied manufac- 
turers with commission sales representation since 1938. These reps, who call on industrial 


distributors and jobbers of consumer goods, report: 


65°% of sales are closed in the forenoon (actually, before |! a.m.} 


21% of sales are closed after 4 p.m. 


ONLY 14% OF SALES ARE CLOSED IN THE REMAINING HOURS OF THE 
9-to-5 DAY — that is, between the hours of || a.m. and 4 p.m. 


Reps Tell Best Selling Hours 


simple reasons why 
say trom 8 a.m. 


| he ec are 
1 
| 


early morning hours 
to 11 a.m.—are best for closing sales. 
For one thing there is less compet 
tion. Other salesmen haven't ve 
illed The day’s business has not 
begun. The mail hasn’t been de 
‘he telephone hasn’t started 
inging. [he salesman doesn’t have to 
ait. Otten his approach is “loosened 
ip’ by an invitation to share the 
norning coffee. These are the times 
vhen a five-minute demonstration o1 
ten-minute sales talk is more pro 
n an hour-and-a-half call 
00-minute ait in the 
sales pitch broken up 
office iterruptions 
inswering > mail, sign 
and 
2 busy 
business 
] Sul that 
themselves generally like early 
Although they’re not likely to 
they are in a better and more 
ve trame of mind. 


headaches haven’t begun for 


The day’s 
and 
yet. One agent said he can make 

-e or four effective 
between eight and ten. Another re 
-d, “Early morning calls are valu 
iuse I catch the jobbe 


morning calls 


{ me be 
] 99 ’ 
salesman. In short, it pays today’s 


1 


salesman to set his alarm for an early 
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By A. D. ALBEE 
Albee-Campbell, Inc. 


lhe hours between eleven and four 
unsatisfactory in almost every 
It’s the middle of a busy dav. 

Ihe buyer is very likely harassed and 
perhaps even angry because of an 
accumulation of little things. These 
may have a big effect on the sale. We 
learned that it is nearly impossible 
for a salesman, even of top calibre 
to introduce a new line or product or 
to demonstrate samples between these 
hours—even if he’s patient enough, o 
hopeful enough, to wait in the outer 


ofice a reasonable time before being 


No Time for Siesta 
Yet the 


need not be totally lost. 
man need not take a siesta or an all 
ifternoon lunch hour although one 
agent remarked that he 
omplish more during a coffee break 
after lunch.’ 
Those we surveyed seemed to feel 


middle-of-the-day hours 
The sales 
could al 
than he could right 
that the best practice is to call on 


regular established during 
these middle hours, for 


accounts 
routine in 
ventory-taking. 

Between four and five, yes, afte 
five, sales pick up again. The average 
salesman by that time is heading fo 
the hotel or home. But the manufac 
turers agent prefers to be in an office 
with a buyer at that time. He finds 


the buver relaxing, mentally putting 


Stresses and strains, phys 


iside the 
ally perhaps putting his feet on 

desk. He'll probably talk for a while 
get down to business. One 
survey called on 

prospect in the middle of the day to 
vears and never got to first base. He 


ind then 
report read, “‘I 


was a no zood so-and-so nm my book. 

Then one day I caught him atte: 

hours, and today he is a fine friend 
in fact. he is one of my bigges 

ounts.”” 

working 

here. During the morning hours, the 

pressure hasn’t built 


four or five, the pressure 1 


It’s reverse psycholog 
up vet. 


ers are teeling expansive. 


ompetitive sales intormation 
jobbers at night when they're relaxed 
and more friendly,” was a_ typical 
survey remark. 

‘The point of the entire survey, the 
significant thing about the statistics, 
seems to be that today selling is not 
‘“‘nine-to-five.” It’s a full-time job. 
This means that the 
will sell when the selling is good. It 
may include working on Saturdays 
for another thing we learned is that 
Saturday is a good day to see buyers 
or to hold sales meetings with thei 


smart salesman 


salesmen. One manufacturers 

told us that he advises all his accounts 
to phone him on Saturday, collect, to 
place orders or straighten out prob 
lems. All his accounts know where 
they can reach him then. ® 
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NOW 
U.S. SAVINGS BONDS 


PAY YOU HIGHER INTEREST 
FASTER! 


If you’ve always bought U.S. Savings Bonds for their rock-ribbed safety, their guaranteed 


return, the way they make saving easier—you’ve got one more reason now! 


Every Series E United States Savings Bond you've bought since February 1, 1957 pays you a 
new, higher interest-—3%4% when held to maturity! It reaches maturity faster—in only 8 


years and 11 months. And redemption values are higher, too, especially in the earlier years. 


About your older Bonds? Easy. Just hold onto them. As you know, the rate of interest 
a Savings Bond pays increases with each year you own it, until maturity. Therefore, the 
best idea is to buy the new—and hold the old! 


The main thing about E Bonds, of course, is their complete safety. Principal and 
interest are fully guaranteed. They are loss-proof, fire-proof, theft-proof—because the 
Treasury will replace them without charge in case of mishap. Your Savings Bonds are as 


solid as a rock—backed by the full faith and credit of the United States. 


Maybe you already know about Savings Bonds—as one of the 40 million Americans who 
own them today, or as one of the other millions who have used Bond savings to help pay 
for new homes, cars, or college educations, or to make retirement financially easier. If so, 


this is famshar territory to you—you know there’s no better way to save. 


But if you’re new to the game, find out about Savings Bonds and what they can do for 
your future. Ask your banker, or check with your employer about the automatic Payroll 


Savings Plan that makes saving painless and easy. 


PART OF EVERY AMERICAN’S SAVINGS 


BELONGS IN U.S. SAVINGS BONDS 


The U.S. Government does not pay for this advertisement. It ts donated by this publication in 


cooperation with the Advertising Council and the Magaune Publishers of America. 
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You count with an abacus -— 


Z VT 
Pitti ZJN 
x 


A, 
t 


You calculate with an abacus, as your 
ancestors did. You keep accounts with 
knotted strings or piles of colored tiles. 
Your records are clay tablets or parchment 
sheets Then suddenly double entn 
bookkeeping is invented, with standard 
currency, bank credit, check payments, 
adding machines, calendar billing, and 
electronic computers, all within fifty years 
As an old abacus man, you had a lot of 
new things to keep up with! 

With respect to accounting, the above 
instance is wholly hypothetical; but as an 
analogy with farming, it is literally factual 
Since the first World War, agriculture 
has advanced as much as in the previous 
thousand years. And the degree and the 
rate of change is wider than ever before 

Hundreds of ag schools, government 
laboratories, manufacturers and suppliers 
are engaged in all phases of agricultural 
fostering developments and 
discoveries that affect the business of 


research, 


farming. No individual can keep up—any 
more than in science, medicine, or industry 
So to the best US farmers, SuccEssFUL 
FARMING is not merely another business 


publication, but also a pertinent and 
profitable management consultant 
SuccessFUL Farinc is not published 
for all or any farmers. It focuses on the 
volume producers of livestock and field 
rops. SF has only 1,30 
but in 1956 they planted 58% of total US 


of the wheat, and in 1957 sold 


000 subscribers 


corn, 46% 


62% of the hogs and pigs, 47% of cattle 
and calves 
The value of SF is in its thorough and 
detailed documentation, with illustration, 
of applications of new ideas, tools and 
techniques. Like the Harvard Business 
School, SF specializes in the case history 
The laboratory report may be helpful; 
but before you make a change, invest time, 
labor and money, you want some certainty 
of results. SF supplies this certainty, with 
actual instances from actual farms; and 
specific directions. Instruction manual and 
work guide, SF saves work, increases yields, 
lowers costs, increases profits—in dozens of 
ways every year for any subscriber 
Consequently SF enjoys a degree of 
influence that no general medium can 
match; and a fifty year record of service to 
farm families that results in extraordinary 
reception and response for its advertising 
The SuccessFuL FARMING audience is 
one of the world’s best class markets. The 


estimated average cash farm income of 
the SF 
$10,870; represents an annual market of 
more than $11 billion! 


farm subscriber in 1957 was 


These SF families have high buying 
power, and the same wants and desires 
of other prosperous families; constitute 
the brightest market picture in the U. S 
today. And no other medium sells them 
so effectively and at such low cost 

For more sales, and for better balance 
in your national advertising schedules 

where general media 

have light penetration, 

there is no better sales 
publication buy than 
SUCCESSFUL FARMING 
Any SF office will give 
you the details 


Meredith of Des Moines America’s 
biggest publisher of ideas for today’s living 


hai 


$28.5 billion of livestock, machinery & vehicles 
$12.0 billion of home furnishings & equipment 
owed $19.5 billion mortgages, etc., 


were worth $157.6 billion, free & clear! 


the country’s wealthiest farmers. 
SF farm subscribers last year had 
estimated average cash farm income 


of $10,870—have more this year! 


you need SF. Details, any office. 


Successful Farming...Des Moines, New York, Chicago, Detroit, St. Louis, 


Philadelphia, Cleveland, Minneapolis, Atlanta, San Francisco, Los Angeles. 


and tomorrow’s plans 


$157.6 billion, free & clear! 

In 1957 US farmers owned 
$109.5 billion of real estate 
$8.4 billion of crops 

$18.7 billion of financial assets 


Successful Farming sells 


For more sales, better balance 


in your national advertising, 
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BEAUTIFUL SETTING. 


area at the winery door an ideal spot for the concerts. 


.and happily, perfect acoustics, made the garden-like 


CBS picked up the 


programs for a rebroadcast. Masson has been astonished at the great publicity. 


DIRECTOR OF THE CONCERTS was 
Ferenc Molnar (above), solo violist of 
the San Francisco Symphony Orches 
tra and director of the Chamber Music 
Center at San Francisco State College. 


“Music at the Vineyards : 


A Winery'ss Happy PR Venture 


Paul Masson's champagnes, wines and brandies find their 
market among cultured people. This fact led to sponsor- 


ship of a series of outdoor concerts which were sellouts, 
smashhits, and publicity bonanzas. There'll be a repeat. 


“(jood language brant adjectives 


as they are, are not enough to 


ap oduct. You 


l¢@ good! 


y 1 
he quality of 


ve to convey tl less Of Vou! 


Pp oduct in action to get real results.” 
Chis from Ernest G. Mittelberger, 
whose function at Paul Masson Vine 
yards encompasses marketing. 

‘The action recently chosen by the 
California champ: and 
vine maker to point ip the quality 
yt its prod icts is the 
‘Music at the 


+ 


»t outdoor summe 


premium 


presentation of 
neyards —a series 
concerts of marked 
nusical distinction. lhe three pro 
grams which initiated the series this 


tl concert of 


summeé! ended with the 
September 7. But ‘“‘ Music at the Vine- 
yards” will be 
every year during the summer months 


at the Saratoga headquarters of the 


heard next year and 


famous old winery. 
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lhe first season was an artist 
success and produced the kind of fame 
for the winery and its products that 
A check 


the 


the management hoped for. 
ot the publicity received provides 
proot. (See next page. ) 
Paul Masson has a promotion prob- 
. } = 


+ + 


len that Is Characteristic Of every 
with a 


small to moderate potential market. 


prod icer of i nne product 


Champagnes, fine wines and good 


brandy can never, by their nature, 
look for market (although, as 
the American standard of living moves 
towards both 
values there will be 


a mass 
upwards luxury and 
higher cultural 
more use of these products). Because 
sales will never reach volume propor- 
tions the amount of money that it is 
economical and possible to spend on 
promotion is limited. 


Paul Masson has increased its ad- 


vertising budget each year. It is 
stantly working to convey a sense of 
distinction through improved packag 
ing. It pushes hard and consistently 
for distributor and dealer support. But 
t cannot hope to compete with the 
and the efforts of the huge 


advertisers. 


outlay 


The concerts are a bold bid 
recognition by “the best people’ 
certain kinds of material and 2 
values go together. “We accept the 
fact,” Mittelberger points out, ‘thé 
fine wines make their appeal and | 
their main usage among people wit! 
artistic understanding and apprecia 


tion of cultural values generally. How 
reach those people, not just 
once or spasmodically but regula 


do we 
The answer came naturally 
case of Paul Masson. As it happens, 


Norman Fromm, the brother of one 
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“Music at the Vineyards" 


(continued } 


the owners of the Vineyards, is a 


an well acquainted in musical cir 
les. Another member of the Fromm 
family, Herbert, is a composer living 
Boston. Paul Fromm is a wine 
mporter and wholesaler in Chicago; 
he is also a patron of composers and 
isicians. (Time wrote about hin 
‘cently ). The interests of the musi 
il Fromms and the winery dovetailed 


| 
CCly. 


Paul Masson’s first activity based 


the age-old association of wine 


ind music was its Spring Wine Festi 
[see SM 6/21/57], celebrated at 

1e winery with music and dancing. 
Che new “Music at the Vineyards’ 
series is beamed at the connoisseurs. 
Serious music lovers and professional violist of the San Francisco Sym- the San Francisco Chamber Players. 
itics were attracted by the progran phony, who is director of the Cham- presented ‘‘Music Rarely Heard.” 
ming. Avoiding miscellaneous offer ber Music Center of San Francisco The third, with pianist Andor Foldes 
ngs of “‘good”’ music, the three con State College and founder and direc scheduled, was to have been an all 


ts that initiated the series each had tor of the San Francisco Chambe1 Beethoven recital with emphasis on 


MUSIC CRITICS accorded all the vineyard concerts generous reviews. “This 
excellent publicity,” says Masson’s marketing director, “naturally complements 
our advertising and promotional efforts.” Concerts are bold bid for recognition. 


integrated theme. The programs Players. contrast between the composer’s work 
re worked out by Norman Fromn The first program, featuring con in early, middle and later years and 
> chose to be director tralto Elena Nikolaidi, offered a his a playing of his infrequently heard 

enc Molnar, solo torv of the art song. The second, by ‘“Bagatelles.”” But shortly before the 


Concerts Hit Publicity Jackpot 


Announcements in music pages of Northern Califor- Examples of this build-up: 


nia newspapers before the events. , - 
interview with Otto Meyer, vice-president of Paul 


Announcements and comment in music magazines or Masson Winery, on reasons for winery sponsor- 
music sections of both regional and national publi- ship of the concert series and choice of the winery 
cations. (Example: music dept. of The N.Y. Times.) grounds as location for the concerts, together with 


information on the programs and the artists; 
Mention in wine and spirits magazines reaching the 


trade. interviews with Ferenc Molnar, director of the 
“Music at the Vineyards” series; 

Comment by nationally syndicated columnists. (Ex- 

ample: Danton Walker.) interviews with the featured artists, usually on 
the Sunday before the concert, or during the pre- 

Listing wherever cultural events of the region are vious week, on popular shows; 


publicized (as in Sunday magazine sections of news- 
countless during-the-week reminders to listeners 


to tune in on the rebroadcasts the Sunday after 
Rebroadcast of each of the three concerts by the the concerts: 

Columbia Broadcasting System, on the Sunday fol- 
lowing presentations at the Vineyards, in both San 


papers, Sunset magazine, etc.) 


Reviews and extended comment by music critics. 
(Example: a 3-column spread head in the S. F. 
Examiner: “Birds Sing with Contralto at Vineyard 
Heavy advance publicity on each of the three con- Concert,” by music critic Alexander Fried; and, in 
certs by CBS. Oakland Tribune, a 5-column spread review, with 


; photograph of the Vineyard audience—‘Nikolaidi’s 
Advance build-up of the events as of outstanding Songs Aid Students.”) 


cultural interest by CBS to listeners in Northern 

and Southern California. Every mention of necessity Widespread mention of the ‘act that the net proceeds 
named the Winery as the location for the concerts of the concerts (tickets were $3) will go to music 
and Paul Masson Winery as sponsor. scholarship funds. 


Francisco and Los Angeles listening areas. 
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We don't see 
any results from 


our advertising 


John L. Gillis replies to this one... 


According to Mr. John L. Gillis, vice-president of marketing, Monsanto 
Chemical Company: “ Industrial advertising produces results when it puts into 


people’s minds ideas which create a favorable attitude for salesmen to capitalize 
upon.” 


The specific effect of industrial advertising upon companies’ advertising is an invaluable aid to them 
the market can seldom be measured alone. in selling particularly the unseen, unsuspected 
Because: advertising is only one member of a and inaccessible buying “‘influences’’ whose “OK” 
marketing team which also includes product devel- is often vital. These salesmen would be the first to 
opment, market research, sales control, field engi- agree... 
neering and product performance all reinforcing 
the work of the salesmen Effective advertising support is one of the most 
Most industrial salesmen today know that their valuable tools in the salesman’s kit. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
271 MADISON AVENUE, NEW YORK 16, NEW YORK 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with 
local chapters in ALBANY, BALTIMORE, Boston, BuFrraLo, Cuicaco, CLEVELAND, CoLumMBus, DALLas-ForT 
Worth, Denver, Detroit, HAmMiILton, OntT., HARTFORD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, 
MINNEAPOLIS-St. PAUL, MONTREAL, QuE., NEWARK, New YorK, PHILADELPHIA, PITTSBURGH, PORTLAND, 
Rocuester, Rockrorp, Sr. Louis, San Francisco, Toronto, Ont., TULSA, YOUNGSTOWN. 
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Sell 'em with STERE-O-CARD 


Bruxton shows 24 fall line numbers 
Presells customer * Opens the door 

for salesmen ¢ Enthuses dealers and 
sales force * Opens new accounts 


keep your ¥*" 


Six 35mm 
Eastman Color 
transparencies 
mounted in 
sequence 


Folding Viewer 
lithographed in 
full color 


Printed mailing envelope eB — 


write Fully patented and 
FORT PIERCE INDUSTRIES 


P.O. Box 2147, Fort Pierce, Florida 


ERVICE 


is why America’s 
companies meet at 


Equitable 
Haine ch 


over 


SI RVICE is what Manger sells—not just rooms and 


+ 
iGH 
: facilities! Service 


“Nderwoog 
L1H | —Schenley 


OU Mow; 
Celanese 


the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 

ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested —all 

on time, without last-minute makeshift changes and 

compromises. And all this goes along with some of 
the finest meeting-room facilities in the country 

So check with Manger before your next meeting 
see the difference real SERVICE makes! 


Convention Department, Manger Hotels 
: NEW YORK CITY ALBANY, N. Y. 4 Park Avenue, New York, N. Y. (Dept. B-8) 


WASHINGTON, D. C 


Mor 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


ROCHESTER, N. Y. 


he Manaer 
— eN 3¢ 


erly The Seneca Name 


e j 


Monger Hay-Adoms GRAND RAPIDS, MICH. Compony 
BOSTON, MASS. The Manger Title 


The Mar 


Mang 


jer 


CLEVELAND 


The Manger he 


SAVANNAH Peowmas en 


Mar 


City —_— Zone —___State 


| 
a 
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“Music at the Vineyards” 
(continued) 


concert word was received that Foldes 


had suffered an injury to his hand in 
a railway accident in Europe and had 
to cancel his appearances for “Musik 
it the Vinevards” and at the Royal 
Albert Hall in London with Sir Mal 
colm Sargent and the BBC Symphony 

In his place, “‘Music at the Vine 
presented Eudice Shapiro, a 
American-born 
j 


ards” 
well-known young 
und American-trained musician, an 
\dolph Baller of international Almo 
lrio fame, in a program ot Beetho 
ven sonatas for violin and piano. 
he caliber of the programming 1s 
1 key he acclaim with which 
“NIusic at the Vineyards” has been 
met and the kind of publicity it re 
ceived. It was a factor, for example 
in CBS's decision tape and con 
lense each concet r a 30-minute 
rebroadcast under the direction of 


Na IT 


red these programs the Sunday 


Hamilton. The radio station 


the original concert presenta 
both San Francisco and Los 
tality of the concerts 

vulled serious and extensive re 
from the music critics. And 

as something to boast about. 

wine and a winery hit the 

ic pages in headlines and multiple 
column space, that’s news. And price 
less publicity in the circles Paul Mas 
son wants to reach. It is worth noting 
that Paul Masson has done no adver 
the media which so 


ave public itv to the 


invitation only. 

1 a limited nun 

500, to be exact 

ured through ad 

ce purchase only, by application to 
Paul Masson Vineyards. 


itations were sent out fo 


Inv 
yf slightly more than 5,000 
] 


known to be in 


‘rested in musi 

to people whose names were 

through the Spring Wine Festival 

some 6,500 names in all. Practically 
seats were sold out at once. 


Since seating capacity of the winery 


ee 
apveRTISING at 


| gusiINeSSPAPERS 


Ss 
MEANS BUSINESS 
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eac h 
the 


im number 


sold To! 


} 
t 


Nan tor 


ind to be pe 
pnone or shell 
} the 


nphasize 
ney ards Was 


ttended 
‘ ended, 


remark- 
corded the 
ter theit 
impossible 
In monetary 
no advertising in the ordi- 
lary sense and no commercials were 
with the events. 
“With the kind of people we need 
0 reach,” Mittelberger, 
“people who spontaneously associate 
t and entertaining with fine wines, 
is the very best advertising we 
could have. It naturally complements 
our efforts in magazine advertising, 
trade promotion, selling and fine pack- 
aging, all keyed to the quality of 
Paul Masson products.” ® 


connected 


+ 


comments 


this 
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Gateway To The Moon 


| 


TEST it here... 
... SELL it here 


In world’s No. 1 
Cape Canaveral, 
Central Florida 


test center 
Orlando, and 


Our population has doubled 
since 1950 with people from all 
over America New Orlando 
ABC City Zone is 171,168 


We dominate five counties 

|population of 400,000] by more 

than 5-1 margin over Miami, é 
Tampa, Jacksonville papers M 


Orlando Sentinel-Star 


Ask Branham 


THEY ALL GOT VACCINE 


EXCEPT DAD... 


DON'T TAKE A CHANCE... 
TAKE YOUR POLIO SHOTS! 
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October Retailing Continues Recovery 


By DR. JAY M. GOULD 


Research Director, Sales Management's Survey of Buying Power 


October will con 
September sales 
increase Ove! 

| 


cond successive 


-ar in which 


ill sale improved ovel 
Indeed the vigor of the 
ng recovery has surprised 
merchandisers who found the 
to-school demand for apparel 


} 


ot : 
apidly depleting inventories. Depart- 
| ber regi 


nent store sales in Septen f1S- 
d healthy gain I ver sep 
n contrast to thei 


onth preceding 


were favorably affected by the Sep 
tember upturn, except of course auto 
sales, which fell to the lowest level 
12,000 units daily) of the year as a 
reflection of the lull before the new 
models are unveiled in October. 


he 


It will be interesting to trace t 
regional impact of the retailing re 
covery. Since the recession -centered 
primarily in heavy industry, the areas 
hit hardest were the states grouped 
iround the Great Lakes—Michigan 
[llinois, Ohio, Indiana, Pennsylvania 
West Virginia. Employment in such 
uuto centers as Detroit, Cleveland 
Cincinnati and South Bend rose suf 


ficiently in September to sweeten the 


outlook even in these relativels 
although at least se. 
eral months will elapse betore the 


pr essed areas, 


can come into the plus column to 
retail sales. 

In the meantime, the Farm Belt 
ireas and those like New York Cit 
n which service and trade are of pi 
mary importance clearly are 
anguard of recovery. In 
seasonal gains in food processing are 
irrently boosting payrolls and sales 
n such West Coast canning centers 
as San Francisco, Oakland, San Jose 
Sacramento, Stockton, and Portland 
Ore. Similar above-average seasonal 


ncreases in apparel output are 


Retail Sales Box Score 


Food 

Eating & Drinking Places 
General Merchandise 
Apparel 

Furniture & Appliances 
Lumber, Building, Hardware 
Automotive 

Gasoline Service Stations 
Drug & Proprietary 


*Total Sales 


Includes data for kinds of businesses not shown in above nine categories. 


8-Month Totals 
$ Millions 

1958 1957 

33,273 31,257 


9,774 9,790 
12,613 12,519 
7,390 7,256 
6,447 6,709 
8,842 9,131 
22,920 26,581 
10,308 9,972 
4,222 4,029 


128,274 129,701 


August 
$ Millions %o 
1958 1957. Change 
4,421 4,353 i 1.6 


1,391 1,420 2.0 
1,804 1,774 1.7 
936 967 3.2 
886 912 2.9 
1,264 1,285 1.6 
2,881 3,352 14.1 
1,435 1,374 | 4.4 
534 528 1.1 


1.1 17,068 17,490 2.4 


SALES MANAGEMENT 


with October, 1957. 


New England 
New London, Con: 
Burlington, Vt. 


Prov iden oi R. I. 


107.9 
107.0 
105.8 


West North Central 

Sioux Falls 128.4 
Sioux City, Iowa 123. 
12 


Hutchinson, Kan. 1.0 


West South Central 
\Luskogee, Okla. 
\ustin, Tex. 
Laredo, Tex. 


143.7 
108.9 
108.0 


Marketing always is on the move. 
five new cities show up in the 30 cities which Sales 
Management forecasts will have October retail sales 
far exceeding the national average, as compared 


In the Middle Atlantic region, Hempstead Town 
ship, N. Y., has moved into third position. In the 


30 Best Markets for October 
(Top three cities in each of 10 regions) 


For example, 


Middle Atlantic 

Trenton, N. J. 120.2 
Camden, N. J. ETT; 
Hempstead 
, eS 


lownship, 


108.6 


South Atlantic 

Greensboro, N. C. 114.7 
Wilmington, Del. 113. 
Jacksonville, Fla. 108. 


Mountain 
Albuquerque, N. MI. 
Boise, Idaho 


Tucson, Ariz. 


118.6 
115.4 
110.4 


Canada 

Regina, Sask. a 
Ottawa, Ontario 108.5 
Winnipeg, Manitoba 107.7 


Victoria, B. C., in second position; and Winnipeg, 
Man., is in the No. 3 spot vacated by Ottawa. In 
the East North Central, Indianapolis is to be in 
third for October. 

The index opposite each city compares its per 
formance against the nation’s, based at 100. For 
example, in the New England region, Providence, 
Mountain region, Tucson, Ariz., replaces the Septem- R. |., in third position for October, as it was in 
ber third spot holder, Cheyenne, Wyo. In Canada, 
which is treated as a whole, Ottawa has displaced 


September, is to have sales 5.8% greater than the 
gain forecast for the nation in October. 


East North Central 
Champaign-Urbana, III. 
Madison, Wisc. 


Indianapolis, Ind. 


108.4 
106.4 
106.2 


East South Central 

Jackson, Miss. 

Montgomery, Ala. 107.7 
Meridian, Miss. 107.0 


120.0 


Pacific 

Salem, Oregon 
Sacramento, Calif. 
San Bernardino 


115.2 
111.9 
108.7 


operation in New York, Los Angeles 
Paterson (N. J.), 
in the long depressed Fall 
and Lawrence ( Mass.) areas. 


Boston and even 


River 


All in all, there are many favo1 
able retailing developments to sug 
gest that the direction for the bal 
ance of the year will be clearly up 


WwW ard, 


perhaps even enough to cancel 
out the declines of the first eight 
months. If so, 1958 can still turn out 
to be a year in which retail sales 
volume will set new records. A good 
deal depends of course on consumet 
acceptance of the 1959 model cars 
in the final quarter of 1958. 


Sales Management's Research De part- 
ment, with the aid of Market Statistics 
Inc., maintains running charts on the 
business progress of about 300 of the lead- 
ing market centers of this country and 
Canada. 


Monthly data which are used in the 
measuring include bank debits, sales tax 
collections, Department of Commerce sur 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales. * 


Ihe retail sales estimates: presented 
herewith cover the expected dollar figure 


OCTOBER 3, 1958 


for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power. 


Three Index Figures Are Given, the 
first being “City Index, 1958 vs. 1948.” 
This figure ties back directly to the official 
1948 Census and is valuable for gauging 
the long-term change in market. It is 
expressed as a ratio. A figure of 400.0, 
for example, means that total retail sales 
in the city for the month will show a 
gain of 300% over the same 1948 month. 
In Canada the year of comparison is 
1951, the most recent year of official sales 
Census results. 


The second figure, “City Index, 1958 
vs. 1957” is similar to the first except that 
last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well- 
rounded picture of how the city has 
grown since the last Census year and how 
business is today compared with last 
vear. 


The third column, “City-National Index, 
1958 vs. 1957,” relates the city’s changes 
to the total probable national change for 
the same period. A city may have this 
month a_ sizable gain over the same 
month last year, but the rate of gain 
may be less — or more than that of the 
nation. All figures in this column above 
100 indicate cities where the change is 


more favorable than that for the U.S.A 
The City - National Index is derived by 
dividing the index figure of the city by 
that of the nation. 


The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected seasonal trend, and_ cyclical 
movement. 


These exclusive estimates are fully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
SALES MANAGEMENT, INC. 


Suggested Uses for These Data include 
a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, (c) revis- 
ing sales quotas, (d) checking actual per- 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore 
stalling their alibis, (f) determining 
where drives should be localized. 


% Cities marked with a star, are Pre- 
ferred - Cities -of-the-Month, with a level 
of sales compared with the same month 
in 1957 which equals or exceeds the 
national change. 
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SANTA ROSA, CALIFORNIA 
Newest SM “High Spot City’ 


SALES MANAGI 
Production Index 


1g market 


U.S. Average . 
California State 
San Francisco 
Oakland 

SANTA ROSA . 


THE SANTA ROSA 
Pre1s Democrat 


SANTA ROSA—U. S. NEWEST 
POTENTIAL METROPOLITAN 


COUNTY AREA 


New London 
Rides in Style! 
Automotive Sales 
2nd in Connecticut 


New London fami- 
lies spend an average of 
$1954 on automotive 
buying. second high 
est average of all Con 
necticut cities with a 
population of 25,000 or 


over (SM ’'58 Survey). 


Reach this really big 
automotive market — 
66,547 ABC City Zone— 
through the paper all 
New London reads—its 
only daily. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives 
GILMAN, NICOLL & RUTHMAN 


‘HIGH SPOT CITIES 
RETAIL SALES FORECAST ¢ 4 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


RETAIL 
S.M. Forecast f 


UNITED STATES 


] 


£5U.1 


Alabama 
% Birmingham 
% Florence-Sheffield 
Tuscumbia 
Gadsden 
Mobile 
% Montgon 


Arizona 
% Phoenix 
% Tucson 


Arkansas 
% Fort Smith 
W% Little Rock-North 


Little Rock 


California 

%® Bakersfield 
Berkeley 
Fresno 
Long Beach 
Los Angeles 
Oakland 
Pasadena 
Riverside 
Sacramento 
San Bernardine 
San Diego 
San Francisco 
San Jose 
Santa Ana 
Santa Barbara 
Santa Rosa 
Stockton 

w® Ventura 


Colorado 
% Colorado Spri 
% Denver 

% Pueblo 


Connecticut 

Bridgeport 

Hartford 

Meriden 

Wallingford 

Middletown ) 5.5 

New Haven 39.8 1 99.1 
% New London 110.1 107.9 
% Norwich 69 103.0 101.0 


MIDDLETOWN 


Metropolitan Area 
Outsells 249 
Metropolitan Areas 
in Family Drug Sales 


The Middletown metropolitan area (Middle- 
sex County) is one of the nation's top-choice 
drug markets—3Ist in family drug sales 


among the country's 280 areas 


Local families spend $173 in drug stores, 
34% more than the average U.S. family. They 
offer you a bigger, more responsive market 
for remedies and vitamins, lipstick and baby 
powder, shave cream and hair waves 

The Press sells them. No combination of 
yutside newspapers comes anywhere near 


ts coverage of these preferred families. 


You ALWAYS Get MORE in MIDDLETOWN 


THE MIDDLETOWN PRESS 


. MIDDLETOWN, 


THIS Is Eastern Connecticut 


$58,981,000 
Food Market 


Eastern Connecticut consumers 
account for $375 food sales per 
person—$96 above average! You 
can’t sell this big, responsive 
isolated market without its only 
daily, the Norwich Bulletin 
Don’t lose your impact on the 
fringe of the market. Penetrate 


it with the Bulletin. 


= 7 
Norwich Bulletin 
and Norwich Bulletin-Record (Sundays) 
NORWICH, CONN. 


Bulletin Sunday Record 
25,687 Daily 21,799 


Represented by 
The Julius Mathews Special Agency, /nc. 


SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 


Connecticut (cont'd) 


Watert 129 


Delaware 
% Wilmingt 


District of Columbi 
111.7 } 


111.7 


Why settle for half a loaf when the 


Advocate delivers the whole loaf? 


Unmatched 
Se N G 


Stamford’s family income is 
526° above average—total in- 


come: $221,918,000. 


( 


Retail sales are 58° above, 
total $158,772,000. 

Add to these figures the 
unmatched 97% coverage of 
the Advocate and your're get- 
ting unmatched selling in 
Connecticut’s richest large 
market. 


Stamford Advocate 
STAMFORD, CONN. 


Represenied by 
The Julius Mathews Special Agency, Inc. 
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RETAIL 
(S.M. Fore 


SALES FORECAST 


st for October, 1958 


Florida (con : 


Pensacola 


Georgia 
% Albany 

* Al ant 

% Augusta 


Illinois 
%& Bloomingt 
% Champaig 
Urbana 
Chicag 
Danville 
Decatur 
Ww East St. Louis 
% Moline-Rock Island 
East Moline 
Peoria 
Rockford 


we Springfield 


Indiana 


Evansville 
Fort Wayne 
Gary 

% Indianapolis 

% Lafayette 
Muncie 
South Bend 
Terre Haute 


lowa 
w Cedar Rapids 


% Davenport 
%& Des Moines 
w Dubuque 
% Sioux City 
% Waterloo 


Kansas 
%& Hutchinson 


%& Kansas City 
% Topeka 
% Wichita 


Kentucky 


% Lexington 
Louisville 


Paducah 


Louisiana 
% Baton Rouge 


just like the pred piper 
and hig fife... 


REACT 

to the 

voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


BERNIE BARTH & TOM HAMILTON 


BATON ROUGE, La. 


is a 
NEWSPAPER MARKET 


with the second highest* 


paid production workers 
in the United States. 
The 


STATE-TIMES 


and 


MORNING ADVOCATE 


is the 
NEWSPAPER combination 


that SELLS it! 


Represented by 
The John Budd Company 


*% 
U. S. Department of Labor 


HIGH SPOT CITIES 


RETAIL SALES FORECAST ¢ 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 
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RETAIL SALES FORECAST 
S.M. Forecast for October, 1958 

City 

City City Nat’! 

Index Index Index 

1958 1958 1958 

vs vs vs 


1948 1957 1957 


Louisiana (con'td) 


w%& Lake Charles 
Monroe-West 
Monroe 
New Orleans 


%& Shreveport 


Maine 101.9 
% Bangor 105.3 
% Lewiston-Auburn 102.6 
% Portland 102.7 


Maryland 


Baltimore 


test where it’s best... 


PORTLAND, MAINE 


Gives 


Rated first for testing Rated sixth for testing Rated second for test- Your Advertising A 
among U. S. Cities in among all U. S. Cities ing among all New 
75,000 to 150,000 due to stable economy. England ¢ities regard- 


eopalition group less of population. $1 0)? 504 000 
] ’ 


S : SALES MANAGEMENT R h 
ource: S/ a Saws AGEMENT bac 


products to select Portland, Maine as best for the test. In Biddeford-Saco, big York 
Other products recently tested in Northern New Eng- County—with more than $102 


land's No. | market are Johnson & Johnson's First Aid DS ect ’ million retail sales—presents ad- 
vertisers with a wide-open target 


Comstock Foods is the latest in a distinguished line of 


Cream, Nestle's Nescreme and Strongheart Dog Food. 


: . the largest single concentra- 
Do what others do! Make Portland, Maine your No. | E ~ 


tion of consumers, dealers and 


test city. Write for details. Then, you'll be sure to select 
sales in the entire county. And 


the market that guarantees ideal and economical testing the Widdelerd lewredl react 
. de al, reaching 


90% of the Biddeford-Saco 
homes, enables you to land 


conditions 


Pie. square on target with a Sunday 
1E-SLIC 

\ APPLES J sales punch. 

= — — 


Maine THE BIDDEFORD 


te na lA 
porte OSES a: JOURNAL 
Newer EE BIDDEFORD, MAINE 
AY Represented by 


PRE 
PORTLAND FP’ cUND 
pe or ce The Julius Mathews Special Agency, Inc. 
Julius Mathews Special Agency, Inc. 


SALES MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for October, 1958 


HIGH SPOT CITIES 


RETAIL SALES FORECAST $ 4B city 


See the Survey of 
Buying Power for 
ful 


population, sales 


and income data 
on these cities. 
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S.M. Forecast for 


City 
Index 
195& 

vs 


1948 


October 


City 


Index 


1958 


vs 


1957 


Maryland (cont'd) 


Cumberland 135.2 


Hagerstowr 178.8 


Massachusetts 
144.3 


*% Boston 133.( 
% Brocktor 131.3 
we Fall River 113. 
% Holyoke 143.8 
Lawrence 123.4 
Lowell 118 
% Lynn 125 
New Bedford 117.7 
Pittsfield 145 
% Salem 143. 
w% Springfield 141 
Worcester 123 


Michigan 
w Battle Creek 
Bay City 
Detroit 
Flint 

Grand Rapids 
Jackson 
Kalamazoo 
Lansing 
Muskegon 
Pontiac 
Port Huron 
Royal Oak 

Ferndale 


Saginaw 


Minnesota 
Duluth 

% Minneapolis 

w St. Paul 


166.9 
193.8 
168.9 


Mississippi 
*% Jackson 
% Meridian 


138.9 
129.2 
120.2 
135.5 
121.2 
159.7 


Missouri 
Joplin 

¥%& Kansas City 

* St 
St. Louis 

% Springfield 


Joseph 


OCTOBER 3, 


100 


101.7 
100.5 
106.9 
113.7 

98.6 
110.9 


1958 


1958 
City 
Nat'l 
Index 
1958 


1957 


$ 


(Million ) 
October 


1958 


City 
Index 
1958 

vs 
1948 


133.0 
161.7 
125.3 
142.3 


Montana 
%& Billings 
Butte 
Great Falls 


Nebraska 
®& Lincoln 
% Omaha 


134.9 
148.5 
145.5 


Nevada 
Las Vegas 
*% Reno 


New Hampshire 
140.2 


138.6 
149.9 


Manchester 
%® Nashua 


New Jersey 163.2 
% Atlantic City 119.4 
%& Camden 144.7 
Elizabeth 123.0 
% Jersey City- 
Hoboken 

% Newark 


Passaic-Clifton 


121.4 
119.2 
154.3 
124.4 
203.6 


Paterson 
*% Trenton 


New Mexico 221.9 
%& Albuquerque 273.4 


New York 

% Albany 

% Binghamton 
Buffalo 
Elmira 

we Hempstead 

Township 

Jamestown 

% New York 
Niagara Falls 
Poughkeepsie 

% Rochester 
Rome 
Schenectady 

% Syracuse 

% Troy 
Utica 


North Carolina 


177.8 
138.4 
192.7 
140.9 
203.5 
210.2 


Asheville 
¥* Charlotte 
% Durham 
% Greensboro 
%& Highpoint 


City 
Index 
1958 


vs 


Nat'l 

Index 

1958 
vs 


1957 


116.9 
118.6 


$ 
( Million 
October 


1958 


$658,000.00 
Weekly 
Opportunity 


Every week, the 9,600 families 


in the Little Falls market spend 
$658,000 for retail goods. You 


can 


this 


influence the spending of 


money—totaling $34,220,- 
with a modest 


Falls 


000 for the year 


schedule in the Little 
Times. No other newspaper can 
talk up your brand in this mar- 
ket—the Little Falls Times mar- 


ket. 


Little Falls Times 
LITTLE FALLS, N. Y. 


Represented by 
The Julius Mathews Special Agency, Inc. 


$226,597,000 


Slice of 
Upstate New York 


You wouldn't think of by-passing more 
than a quarter-billion dollars of buy- 
ing power. But that's just what you're 
doing when you omit the Daily Sen- 
tinel from your lists. This huge slice 
of the New York State market is 
independent of outside newspaper 
influence —is covered only by the 
Sentinel. Check your A.B.C. figures: 


you'll see what we mean. 


TEST WITH 
ROP FULL OR SPOT 


COLOR 
IN 


ROME 
DAILY SENTINEL 


A.B.C. 17,303 
ROME, N. Y. 


Call, wire or write 
W. S. DeHimer, Adv. Dir. 


for complete merchandising and 
marketing services to supplement 
your advertising 


HIGH SPOT CITIES 


lf you aren't cover 
The POST sells aro Stee fy ered 


tabi Buying Power for 
profitably full population, sales 


and income data 
Yes ... the Salisbury POST on these cities. 


is famed for its sales- FOR OCTOBER, 1958 
ability 
17,800 circulation .. . and RETAIL SALES FORECAST 
the ONLY newspaper pub- 5-M. Forecast for October. 1958 
lished in the market. ns 
All State Metropolitan 
papers combined have a 
circulation of but a 


oS ss BETHLEHEM 


Salibury-Rowan. North Carolina (cont'd) 


Use the POST. | we Ral mi es ee GLOBE TIMES 
as | inn 1598 ST 8 6s you're not —. 
| | werhootoe ing Penn's 3 
acne oe Set. <2 largest market! 
mpaere . sor cs as cane = Ohe Bethlehem 
we tt a an ote Globve-Times 


SALISBURY, NORTH CAROLINA EE << SEED See a Rolland L. Adams, Publishes 


Gallagher-De Lisser, Inc 


$230.129.000 Sales eee COLOR 


and » . AS 300 = en has things jumping 


- a 152.9 5.7 3.8 63 . 
Still GROWING i ae in Altoona ! 

a. iW ‘ ‘ You'll find smiles on the faces of Altoona 
retailers these days, with retail sales fig- 
ures going up every month With sales 
ahead of booming 1957, you don't hear 
them complaining about a business reces 
sion 


It sells... 


Ohio's 9th metropolitan market 
is the state's No. | growth 


market — rated by Sales Man- 
. ' oe _— , There's a good reason, o. They've found 
agemer t among the 50 fastest- ¢ 153.0 l gg ° . OR that they can reach the pocketbooks f 
: : . 7 : ready-to-buy Altoona and Blair County 
growing areas in the nation. ; tow 136 42 y é 3 families with advertising in the AL- 
TOONA MIRROR. What's more, they've 
' . : found that by adding the magic of COLOR 
Sales currently 58°, above to their advertising, they give their busi- 
. ness an extra push That's why the 
average volume, are nearing Oklahoma 35.2) 4.4 195.01 MIRROR published over 280,000 lines of 
*HI- : : : — " zs color last year, with things looking up for 
the quarter-billion mark. To get artlesvil 152 23 "58 ach , e 
we Muskogee 159 116.0 113 5-16 National advertisers will be smart to fol- 
. * Oklahoma City 158.9 ) 5 Z > low the lead of the retailers—the men 
of this booming market, gear who know Altoona best. Put Altoona and 
oo A 158.9 5. 93.7 79 the Mirror on the list . in COLOR se 

your advertising to the area's ind watch the sales figures jump 
| : > S You'll not only get careful craftsmanship 
eading newspaper. Schedule ] 1 8 84.7 n one, two or FULL color but 95.1% 
the . . _ 7 oo saturation coverage of the city zone, 75% 

Tee ers . . ‘ coverage of the entire county! 


Carenicte-Telegram salen 48.7 1175 1182 988 Sell Bustling Altoona with the 
ELYRIA, OHIO. 2 = @: ~ —EAltoona 
Set CE EES ES Mirror 


DOUBLE the Number of City Families 


your huge, ever-growing share 


Altoona Pennsylvania’s Only Daily Newspaper 


Represented by 
Richard E, Beeler, Adv. Mgr. 


The Julius Mathews Special Agency, Inc 
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HIGH SPOT CITIES ae —_ evel 
RETAIL SALES FORECAST $ 


See the Survey of 
Buying Power for 

full population, sales 
and income data 

on these cities. 


FOR OCTOBER, 1958 


—right into $66 million re 


South Carolina (cont'd) tail sales in Woonsocket, 
Ww Greenville 155.8 102.8 100.8 2.7¢ y Rhode Island’s 100,000 “bo 

RETAIL SALES FORECAST ‘ rigs 
S.M. Forecast for October, 1958 anaes MLS 100.3 _ = nus market” (SM ’58 Survey). 


South Dakota 


; Reach 98% of this populous 
139 20.2 1 6.6 ABC City Zone—PLUS—the 


104 a9 17 2 61 surrounding industrial areas 
te Rapid City 219 


through Woonsocket’s only 
& Sioux Fall — 


daily, the 


Tennessee 
% Chattanooga 


WOONSOCKET 
eee wae ee CALL 


% Amarillo 


Readi 121.8 2 3 52 : : : = =o ‘ pit ; Representatives 
& Austin oF A2i.L 108 ; Gilman, Nicoll & Ruthman 
Beaumont } 5.8 13.9 14.12 Affiliated: WWON, WWON-FM 
Corpus Christi ? , aS < , @eeeeeveeveae2ee2 8220228002 
% Dallas 4 2.9 100.9 9.24 : COVERS RHODE ISLAND’S 
Williamspo 116.3 4 94.6 6.0 — = ; 
ee uate & El Paso 209 9.3 107.2 26.3 Pm 4 PLUS + MARKET 


fork 
" t Worth 


Sha 
% Sera ton 
% Wilkes-Ba 


3alveston 
Rhode Island seit 
l 102.4 1 3 81.28 


& Larede 

w& Lubbock 

tw Port Arthur 
% San Angel 
% San Antor 


*% Newport l 

Pawtucket 

Central Fall 

% Providence 

Woonsocket 118.3 

LEAVES 
Pe OFF! 
Wichita Falls 


Utch 
Ww Onde 
Salt Lake Cit 


NEWPORT Vermont 


& Burlingt 


RHODE ISLAND'S RICHEST MARKET arte 


76% of the county's $128,244,000 income is — Big? Look! Pawtucket’s City & Trade 
Virginia 

Danville 
beyond the nfluence of outside newspapers aw ee 


owned by Newport City Zone families— Zone has 172,482 people . . . mors 


than in 80 of the nation's 200 biggest 


, - 
To sell the state's richest market you must Newport New urban-population counties/* And only 


use the Daily News with 88% of its circula- Norfolk 152 6.7 4.8 1.0 the Pawtucket Times gives you effective 


%& Portsmout 06.8 1.79 advertising coverage of these 51,000 


oe Saeed wad . families. *SM ‘58 Survey 
Roanoke . é ye ¢ 1959 


tion in the city zone and 10% in the retail 


trade zone 


The Newport Daily News Washington ws20 ine 2 20 4 , 
p y — os se Pawtucket Cimes 
Ww Everett 38 6.89 
Largest Circulation Seattle 3 3 1.28 PAWTUCKET, RHODE ISLAND 
in Southern Rhode Island Spokane 8 25.42 Represented Nationally By 
GILMAN, NICOLL & RUTHMAN 


Newport County's Only Daily 


Represented by Tacoma 
The Julius Mathews Special Agency, Inc. w Yakima 
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RETAIL SALES FORECAST 


HIGH SPOT CITIES (S.M. Forecast for October, 1958) 
RETAIL SALES FORECAST © /@eaz city 


See the Survey of fm = City City Nat'l 

Buying Power for f Index Index Index $ 
full population, sales is f 1958 1958 (Million) 
and income data —= 

on these cities. 
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An Unusual Opportunity for .. . 


A SALES. MANAGER 


who knows the 


hotel and restaurant vs October 


business 1957 1958 


[his is the in of opportunity 
1262.20 


that omes once in a decade 


CANADA 140.5 100.0 


RETAIL SALES FORECAST 
S.M. Forecast for October, 1958 


pa Alberta 


Calgary 129.3 
Edmonton 127.9 


t you know the sales problen . 

of the hotel and restaurant bus 
iness and know hotel and restau! } 
int advertising and can City City Nat'l 

organize and operate a sales staff Index Index Index $ 

to sell this field, it will pay you 1] 1958 1958 1958 (Million) 

to look into this opportunity to 


British Columbia 


Vancouver 145.9 
*® Victoria 163.9 


vs vs vs October 
1948 1957 1957 1958 


in on the ground floor of al 
xpanding national organizatior 
Tell us about yourself in a letter or phone . —_ 
‘ West Virginia : 
Box 4017, Sales Management, 386 Fourth Ave., | 124.0 35 Manitoba 


New York 16 or phone TEmpleton 8-4600 and || w& Winnipeg 120.1 


Charleston 131.6 
Huntington 145.2 
Wheeling 118.3 


ask for Miss Hesselbach 


New Brunswick 
% Saint John 142.5 


Wisconsin 


Beloit-Janesville 


MARKETING MANAGER 


National corporation division wants 
experienced Marketing Manager to 
supervise entire program for new 
consumer product sold in outdoor 
vacation and construction fields. Pre 
fer background in power tools, lawn 
mowers, small power units, etc. Ex 
perienced in setting up complete 
distributor-dealer organization. Head 
quarter in Los Angeles. Some trave 
Age 30-45, Salary open. Reply to Box 
4019 Sheboygan 


Superior 100.6 


Nova Scotia 


Halifax 
% Green Bay-Apple * 


ton-Neenah 
Menasha Ontario 
Kenosha Hamilton 
Ww La Crosse 5 f 7 London 
% Ottawa 


% Toronto 


% Madison 
w Milwaukee 
Oshkosh § ( 7.3 Windsor 
Racine 
Quebec 
Montreal 99.0 
& Quebec 101.6 


Wyoming 106.1 
*® Casper 104.6 
% Cheyenne 110.8 


FINANCIAL SECURITY 


See how | made over $4,000 a 
month after 15 months as a 
manufacturer's agent. Our easy 
to-follow course gives you a 
the inside answers. Write today for complete 
nformation 
MANUFACTURER'S AGENTS SURVEY, 
Dept. L, 508 Forsyth Bidg., Atlanta 3, Ga 


Saskatchewan 
w& Regina 167.5 


Anyone’s CALLING CARD 


Signature or EMBLEM 


Engraved Forever on Lifetime 


CUFF LINKS 


MARKETING CONSULTANT 


Ohio college teacher, Marketing Re- 
search, Ph.D. with 10 years business ex- 
perience will undertake sales analysis, 
quotas, potentials, territory revisions, 
sales training or other marketing prob- 
lems. Box No. 4015 


Free toWRITERS 


. . 
seeking a book publisher Has everything a business gifi should 


Two fact-filled, illustrated brochures tell how have! LIFETIME REMINDER of your 
to publish your book, get 40% royalties, na- good taste and your good company 
tional] advertising, publicity and promotion. Business builder without compare 

Free editorial appraisal. Write Dept. SM-8 


Exposition Press / 386 4th Ave, N.Y. 16 


or TIE BAR 


Se 5 


a 5 


Money clip about 
1%" wide—Cuff Links & 
Tie Bar about |'/,"' wide 


Give the gift that’s refreshingly new 
that compliments and flatters 


ADVERTISING IN \ 
4B BUSINESSPAPERS 
MEANS BUSINESS 


your customer . . . that becomes a LIFETIME 
REMINDER of the giver. Give Executive Cuff 
Links, Tie Bar or Money Clip ENGRAVED FOR- 
EVER with exact reproduction of anyone's busi- 
ness card, signature, emblem, insignia, trade 
mark. In lifetime satin silver or gold plate finish. 
Handsomely gift boxed. Allow 2 to 3 weeks for 
delivery, Send calling cards or signatures you 
want reproduced. Check with order unless rated. 
Satisfaction guaranteed. 


Cuff Links Tie Bar Money Clip 
Satin Silver Finish. $7.95 pr $4.95 ea. $6.50 ea. 
Gold Plate Finish.. 8.95 pr. 5.50 ea. 7.50 ea. 
Discounts start at 16 sets. 
All prices plus 10% Fed. Tax. Shipped Postage Paid. 


W. N. DRESDEN & ASSOCIATES 
Manufacturers 


179 W. Washington St., Dept. D-3, Chicago 2, Ill. 


SALES MANAGEMENT 


Acco Products . 
Agency: LaPorte & “Austin Inc 
Advertising Checking Bureau, Inc. 
Agency: Harris & Wilson, Inc 
Advertising Corporation of America ..... 102 
Aero Mayflower Transit Company seveie ON 
Agency: Caldwell, Larkin & Sidener-Van 
Riper, Inc 
G. J. Aigner Company .. 
Agency: Arthur R. MacDonald, Inc 
Akron Beacon Journal 
Agency: McDaniel, Fisher & Spelman 
Company 
Altoona Mirror . 
American Chain of Warehouses, Inc. 
Agency: Caldwe Larkin & Sidener 
Riper, Inc 
American Machinist ° 
Agency: Klau-Van Pietersorr 
Associates, Inc 
American Neckwear ITS 
Company : 
Agency: Rumack. Abert Art Studios 
American Telephone & Telegraph sirens 
(Long Lines) 
Agency: N. W. Ayer & Son 
Anchor Hocking Glass Corp 
Agency: McCann-Erickson, Inc 


Dunlap 


10-11 


Baton Rouge State Times & Morning 
Advocate .. , 
Beech Aircraft Corp 
Agency: Bruce B ll & Company 
Bethlehem Globe Times 
Agency: Harvey B. Nelson Advertising 
Better Homes & Gardens : 
Agency: J. Walter Thompson Company 
Biddeford Journal 
Booth Michigan ewer rer 
Agency: Fred M. Randal! Company 
Briefed .... 
Agency Peck Advertising Agency 
Business Week ... . 
Agency: Royal & DeGuzman Inc 


Campbell-Ewald Company 
Capper-Harmon-Slocum (Peansylvanio 
ormer 
Agency: Bert S$ Gittins Adverti sing 
Celluplastic Corp. . 
Agency: Heffernan & McMahon Inc 
Charlotte Observer 
Agency: Bennett Advertising 
Chicago Daily News 
Agency: Batten, Barton 
Inc 
Chicago Tribune 
Agency: Foote Cone ‘& Belding 
Cleveland Plain Dealer 
Agency: Joseph Guillozet Company 
Columbus Dispatch 
Agency: Byer & Bowman Advertising Agency 
Cubona Airlines ... ; 
Agency: Harry W. Graff, Inc 
Curtin & Pease, Inc. 


Durstine & ‘Osborn. 


4th Cover 


Dallas Morning News od 
Agency: Randall Perry Advertising 
Dartnell Corp. . 
Agency Arthur Cc Barnett Advertising 
Diamond-Gardner Corp. . vee 
Agency: Kircher, Helton & Col iett Inc 
Dictaphone Corp. eee 
Agency: Young & Rubic cam, Inc 
Dow Chemica! Company sath 
Agency: MacManus, John & "Adams Inc 
E. |. du Pont de Nemours & Co. (inc.) . 83 
Agency: Batten, Barton, Durstine & Osborn 
Inc 
W.N. Dresden & Associates ...... -.. 140 
Agency: Murrey Schneiderman Agency | 
Dun & Bradstreet, Inc. .. actesa ee 
Agency: Albert Frank—Guenther Law, Inc 


. 18-19 


Elbe File & Binder Company, Inc. ........ 98 
Agency: Kenneth L. Nathanson Associates 

Elyria Chronicle Telegram .............. 138 

Ever Ready Label Company ... aw Ie 
Agency: Alan Goodman Advertisi ng” 

Exposition Press 140 
Agency. Posner, Zabin, Lowey, Stempel 


Fast Food 

First 3 Markets Group 
Agency: Anderson & Cairns 

Fort Pierce Industries ........ 
Agency: Kudner Agency, Inc 


Gair Division of Continental Can 
Company 
Agency: Batten, 
In 


Barton, Durstine & Osborn, 


Generat Outdoor Advertising .2nd Cover 


Agency: McCann-Erickson, Inc 


OCTOBER 3, 1958 


ADVERTISERS’ INDEX 


This Index is provided as an additional service 
The publisher does not assume any liability for 
errors or omissions. 


Soles Managemen 


ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, Howard 
Terry, Robert B. Hicks, Dan Callanan, 
John A. Spooner, 386 Fourth Ave., 
New York 16, N. Y. LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern General Manager; W. J. Car- 
michael, Western Advertising Direc- 
tor; John W. Pearce, Western Sales 
Manager; Thomas S. Turner, 333 N. 
Michigan Ave., Chicago |, Ill., STate 
2-1266; Office Mgr., Vera Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa 
Barbara, Calif.. WOodland 2-3612. 


Graphic Calculator Company ... ataeca 
Agency: Robertson, Buckley & Gotsch, Inc 
Greensboro News-Record .. pave 
Agency: Henry J. Kaufman & ‘Associates 
Greenbrier & Cottages 
Agency: Needham & Grohman Inc 
Grit Publishing Company 
Agency: Gray & Rogers 


Hearst Magazines ...... 
Agency: Lynn Baker, Inc 
Hollywood Beoch Hotel ... 
Agency: Gardner & Stein 
Schuyler Hopper Company . 


idea Art . 
Agency Sidney “Pollatsek Advertising 
Industrial Equipment News : 
Agency: Tracy, Kent & Company 


Institute of Radio Engineers 
Agency: Raymond Schoonover Advertising 


KHJ—Radio .. aie 
Agency: R. W. Webster Advertising 
Kansas City Star 
Keith Clark, Inc. .... 
Agency: Laux Advertising, 
Kem Plastic Playing Cards 


Little Falls Times ............. 


McCall's Magazine 
Agency: Donahue & Coe, Inc. 
McGrow-Hill Publishing Company, Inc. 
Agency: Fuller & Smith & Ross, Inc 
Manger Hotel Chain ... Stites 
Agency: Ellington & Company inc. 


Manufacturing Agents Survey 
Agency: Groves-Keen Inc 
Marsteller, Rickard, Gebhardt & Reed, In 
Middletown Press 
Minolta Cameras .. 
Agency: E. T Howard “Company y 
Minneapolis Star & Tribune . 
Agency: Batten, Barton, Durstine > Osb 
Inc 
Moline Dispatch ... 
Agency: Clem T Hanson Company 
Monsanto Chemical Company ; 
Agency: Needham, Louis & Brorby, In 


Samuel H. Moss Inc. . 
Agency: Roeding & Arnold Inc 


Nascon Products, Division of Eaton Paper 


Corp. . 
Agency Anderson & Cai rns 
New London Day 
Agency: Gordon Schonfarber 
Inc 
New Orleans Times-Picayune 
Newport News 
New York Herald Tribune 
Agency: Donahue & Coe, Inc 
Newsweek eres eseeare 
Agency: Bryan Houston, In 
Norwich Bulletin 


& Assoc 


Okiahomon & Times 

Agency: Lowe Runkle Come any 
Cravisual Company, inc. 
Orchids of Hawaii, Inc. ... 

Agency: Jerry Goldstein Adv ertis ng” 
Orlando Sentinel-Stor ..... 

Agency. Robert Hammond Adver tising 


Pan American World Airways ... 

Agency: J. Walter Thompson Company 
Pawtucket Times 

Agency: Gordon Schonfarber & Associates 


Inc 
Penton Publishing Company 
Agency: Beaumont, Heller & Sperling 
John Plain & Company 
Portiand Press-Herald Express 
Agency: J. M. Bochner Advertising 


Railway Express Agency 

Agency: Benton & Bowles 
Reader's Digest 

Agency: J. Walter Thompson Company 
Richards-Barnett 

Agency: Michael-Remo & Company 
Rock Island Argus 

Agency: Clem T. Hanson Company 
Rome Sentinel 
Rotarian 

Agency: Fuller & Smith & Ross Inc 


Sales Directories 
Agency: Lawrence Kane & Artley, 
Sales Management 
Sales Meetings 
Salisbury Post 
Agency: J. Carson Brantley esate 
Sen Diego Union & Tribune .... 
Agency: Barnes Chase Company 
Santa-Rosa Press Democrat 
Schell Leather Goods Company 
Agency: Strauchen & McKim 
Scot Ties 
Aaency: Gerald H. Keller Advertising 
Seattle Times 
Agency: Cole & Weber 
Stamford Advocate 
Robert Douglass Stuart 
Agency: Smith, Hazel & Knudsen, 
Successful Farming 
Agency: L. E. McGivena & Company 


Tacoma News Tribune ....... 
Agency: Condon Company 
Taylor Merchant Corp. 
Agency: Sanford G. Powers Associates 
Time 
Agency: Young & Rubicam, 


United Air Lines 
N 


Agercy W. Ayer & Son, Inc 
Brick Muller & Associates 


John Gilbert Craig Advertising 


Agency: Lincoln J. Carter Advertising 
Agency 
Wall Street Journal ... viosmiak 
Agency: Martin K Speckter r Associate 
Inc 
Winnebago Newspapers inc. . 
Agency: Cummings, Brand & McPherson 
Woonsocket Call 
Agency 
Inc 
Worcester Telegram & Gazette ... 
Agency: C. Jerry Spaulding 


Young & Rubicam, Inc. 
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Gordon Schonfarber & Associates. 
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TODAY’S ADVERTISING 


Trends . 


Policies . People 


by Lawrence M. (Mike) Hughes 


Narrow 


Advertisers 
Want Ad I} 


r Chevy 


FC&XB 


aoings 


disease 


alled diversif 


ibject was Olin Mathie 
OM is still a valued 
~ sxood to find both publi i 


rate managements 


late Pierre Lo illard 
On its 200th anniversary 
sed to find formerly fifth 
sellin 


called Kent, Ol 


w Gruber more 


Gold 


| 


vrais. 
La est ed tions ot 6.4 million-cir« I] Guid 
tah-Idaho and San Antonio-Corpus Christi. 
ANA les a report on 


[ P root-of-Performance 


ielp advertisers get t time and stations 
network TY. 

h’s Investor's Reader notes that the 
color isting only LS hours a week. 
CBS one, ABC none. Only 7% 
| V homes ¢ in receive color. 


‘et: With SEP now accepting liquor ads, the major 


+n ill on | ode 


ivazine holdouts now are womens 
s Flom 
magazines. ... Dimensions: While mass maga 
ide s breadth ot 


including Curtis 
Journal home I iral and store 
ea lership sper ialized books 
into “‘depti Says Popular Science, tor which 
& Co. has con pleted a ma keting study based 


110,000 telephone and 9,000 personal interviews. 


its: LTouston Chronicle introduces volume dis 
national .advertisers and a single rate for 

: Suburbia Today, a weekly color-gravure 

supplement to suburban newspapers, plans January debut 


W th one million iréulation. 
Special 


Education comes to the broadcasters. In a _ release 
marked ‘special announcement,” NBC reports that 300 
U.S. colleges and universities will offer for credit a 

rse in Atomic Age Physics carried by NBC-TV on 


... CBS-TV’s Lou Cowan says 


iat this network last year spent $21 million on special 


Continental Classroom.”’ 
- 


news and public affairs programs—‘“$11 million of which 


was not re overed. 


SALES MANAGEMENT 


wa 


A complete 
working kit of 
incentive tools 
A complete arsenal of tested, high 


power sales promotion weapons, complete So uU r ‘Ss 
with plans for incentive and premium 
campaigns is now available from John Plain. 


with our 
May we send you this kit with our 
compliments? Write ... phone collect com pliments 


...Or use coupon below. 


JOHN PLAIN & COMPANY 


WORLD’S LEADING SOURCE FOR 
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INCENTIVE MERCHANDISE 


TTTTTTITITITITTTT Te 
Premium and Incentive Division 


John Plain & Company 
Please address: 444 W. Washington St., Chicago 6 
Premium and Incentive Division 
John Plain & Company 

444 West Washington Street 


Chicago 6, Illinois 


Please send me the COMPLETE WORKING KIT OF INCENTIVE TOOLS. 


PLEASE PRINT PLAINLY 
Firm_ 
Attention of 


Address 


City_ 


6 ads: 78 happy Chicago dealers 


sales for Westinghouse Appliance Sales 
25°; during the first quarter of this 
over the same period last year. Prime 
son for theinerease was Westinghouse’s “Daily 
Double”’ 
the Chicago Sunday Tribune. 


promotion, advertised exclusively in 


dealers took part in the promotion, which 
kicked off with a double truck, followed by 
id a week for 5 weeks. 

Westinghouse objectives were: (1) to bring heavy 
traffic into dealers’ stores; (2) get enthusiastic 

dealer cooperation behind the promotion. 
The first objective was carried out by setting up 
a hard-hitting promotion program geared to the 
times—and then advertising it in the Tribune. 


vertising the greatest impact at 
the dealer level, Westinghouse placed it in the 
Neighborhood Sections of the Sunday Tribune. 
Each Sunday the same ad appeared in all 5 sec- 


tions, but with dealer listings in each ad local- 


ized to the specific areas of circulation. 


More families in Chicago and suburbs prefer the 
Tribune as their shopping guide than all other 
Chicago newspapers combined. 


Last year Tribune advertisers placed over 51 
million lines of advertising—over 29 million 
more lines than they placed in any other Chi- 
cago newspaper. The Tribune is Chicago’s most 
productive newspaper for these advertisers— 
why not see what it can do for you? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 


